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SOME DEALERS CLAIM: 


‘You Cant Drive the 
Building Business from 


the Back Seat 


® Dealers get into front seat 


by developing land — page 37 


® Dealers put a hand on the steering 
wheel by promoting model homes 


® Other dealers say: 
“‘We are Backseat Drivers” 


— page 42 


— page 51 
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400 SERIES SLIDING DOOR HARDWARE 
The features of high-priced hardware 


INSTALLS IN MINUTES 


e i * 
Ater rag 
HARDWARE OILED-FOR-LIFE BEARINGS 


SMOOTH AND QUIET 
NO SQUEAKS 


STURDY STEEL AND 
NYLON DOOR GUIDES 


FOR LITERATURE AND PRICES WRITE TO: 


RICHMOND, ILLINOIS FOR ALL BY-PASSING DOORS 


See our catalog in Sweets Architectural & Light Construction files ¥," TO ] ¥," THI CK 


Sterling 


pe El 500 SERIES INTERCHANGEABLE SLIDING DOOR HARDWARE 


f ens Dp Same set fits two door thicknesses 
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Th e re S a Prof It Every builder and home owner that walks 
into your place of business is a potential 
customer for the Sisalkraft line. This 


profit making line of waterproof rein- 
forced papers is the only one backed by 


national advertising. In addition Sisal- 


. kraft representatives are calling on Arch- 
0 0 WI rr itects and Builders — your customers — 
to help increase your sales. Stock, display, 


SELL THE SISALKRAFT LINE. American 


Sisalkraft Corporation, Chicago 6, New 
York 17, San Francisco 5. 


SISALKRAFT PRODUCTS ARE AVAILABLE IN CANADA THROUGH ALEXANDER MURRAY & CO., LTD., MONTREAL 
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AT LAST... 
A consistent 


quality 
plywood! 


RIGID QUALITY CONTROL is assured by a resident tech- 
nician at each plant using the Teco-Tested mark. This 
full time Teco technician has been trained by the well 
known Timber Engineering Company. 


TOUGHER GLUE LINE TESTING produces a uniformly 


higher glue line strength at no extra cost. 


TECO-DIRECTED QUALITY CONTROL means that the 
veneer, the plywood panel and, finally, each lot, is 
tested to comply with or exceed Commercial Standards. 


ASSURANCE OF CONSISTENT QUALITY is yours, day 
after day, month after month, because of TECO lab- 
oratory control and testings right at the manufacturing 








In addition to Teco-Tested Plywood 
we offer dry fir and Hi Hemlock in 
regular or mixed cars. Now you can 
order lumber and quality sheathing 
all in one car. 

CALL, WIRE OR WRITE: 

WILLAMETTE NATIONAL LUMBER COMPANY 
DALLAS, OREGON 
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Major Trend Report 
Who controls your local home building—dealers, builders or 
wholesalers? 


Dealers Develop Land, Become Home Builders 
Planned subdivisions offer more sales, greater profits, discover 
dealers, who formerly had scattered lots. 


Dealers Promote Model Homes 
They are active by supplying materials for homes by builder 
customers or finance homes on their own. Coast-to-Coast round- 
up of dealer activity in model home field. 


Lumberyard Shows How to Win Friends 
M. H. Paulsen Lumber Co., Milwaukee, stages giant promotion 
around model home, shows how to win friends 


Dealer Packages for 100-Homes-a-Year Builder 
How Robbins & Stearns Lumber Co., Rapid City, S. D., has 
helped build 1,350 houses in the last 12 years. 
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give their reasons why. 


NAHB Research Houses: Dealer Threat or Opportunity? ... 52 


Management Workshop-in-Print 
The 100 most profitable ideas reported by dealers attending 
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What's Coming. «mip 


If you were to. select 
American Lumberman’'s most 
NEW PRODUCTS page 60 useful issue of the year, you 

might well select the next 
Sears: CEES: pape one, January 19th, the on- 
NEW EQUIPMENT page 65 nual Dealer Products File 
NEW LITERATURE page 65 Issue. It's the only dealer 
reference issue that is thumb- 
indexed, better than ever 
with up-to-date product in- 
formation and trade-name 
listings. 


ADVERTISING INDEX page 66 
CLASSIFIED ADS page 67 
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1879. Copyright © 1959 by American Lumberman, Inc. 
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IN THE NEWS... 


FAMILY PROMOTION TEAM from Mil- 
waukee who staged one of the most 
successful model home events of the past 
year. Lumber dealer Herman Paulsen is 
flanked by sons Bob (left) and Ken. They 
hold miniature house frame used as 
cover design for 32-page brochure which 
illustrated and describec! Paulsen's model 
home. More than 12,000 persons visited 
the spectacular dealer promotion. More 
details, page 45. 


TOUGH STUFF, THIS PLASTIC—Use of 
vinyl plastic materials in home construc- 
tion was dramatized by the B. F. Good- 
rich Chemical Co. in its exhibit at the 
8th Natonal Plastics Exposition held in 
Chicago recently. Pretty model (above) 
ponders how to wield a man-sized pipe 
wrench on unusual “tree” of pipe 
flanges, fittings and valves all made of 
the firm's rigid Geon vinyl. Window 
frames and sash, storm doors and win- 
dows as well as piping are but a few 
of the new products now being made 
with rigid Geon. 


4” THICK, 4’ WIDE completely prefabed 
wall panels arrive at research house in 
Knoxville, Tenn. Panels include exterior 
Masonite siding, interior finish board, in- 
sulation and vapor barrier and wiring. 
The interior skin (Misty Walnut) is pro- 
tected in shipment by sheet of kraft 
paper. See page 58 for more details. 





Four important reasons why Nu-Home 
Aluminum Siding appeals to builders: 


Saves on materiai cost 
In most parts of the country, Nu-Home Aluminum 


Siding can be installed at lower cost than good 
quality wood siding with three coats of paint. 


Saves time 
Nu-Home Aluminum Siding with its baked-on vinyl 


finish can be applied as quickly as wood siding. 
Painting time is saved. 


Gives homes more vaiue—more sales appeal 
Home owners want carefree living offered by 


Nu-Home Aluminum Siding. No painting, no 
maintenance worries for generations. 


Top quality product ’ : 
e use only the highest quality aluminum made to 


our specifications. Our vinyl coating is formulated 
exclusively for us by the Sherwin-Williams Co. 
using as a basic ingredient Geon polyvinyl resins 
by the B. F. Goodrich Chemical Company. We’ve 
been manufacturing top quality aluminum siding, 
awnings, wall tile and combination doors since 1947. 


An exciting new line you can sell 
with confidence and profit! 


SEE iT AT THE NAHB SHOW 


Compare these features and you'll see why 
Nu-Home Siding is best 


e Siding panels and accessories bonderized and vinyl- 
coated front and back. 


e Elongated nail slots and pre-notched panel ends for 
easy installation. 


e Concealed weep holes eliminate moisture problems. 
e Exclusive tension lock installation. 

e Strong interlocking outside corner pieces. 

e No backers needed. 

e Available in white and 5 beautiful pastel colors. 
e@10 year factory warranty on finish. 

e Meets FHA requirements. 

e@Sold only to building supply firms and builders. 
For complete information... 

See us in booth 897 in the Coliseum during the NAHB 


Show. If you do not plan to attend, mail the coupon 
below, and we’ll rush complete information to you. 


HASTINGS ALUMINUM PRODUCTS, INC. 


Hastings, Michigan 





Mail this coupon today! 


meds ete ir 


ADDRESS. 
CITY. 


HASTINGS 
ALUMINUM PRODUCTS, INC 
Booth 897 Hastings 5, Michigan 


Chicago Coliseum 
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PERSONAL VIEWPOINT 





Meet Public, Increase Profits 


Let’s begin the New Year by facing squarely a very basic industry 
problem. 

Stripped of all verbiage it’s just this—improved profits are more 
and more tied to greater skill in convincing people to visit your yard 
for products, remodeling or a new home. 

Your first reaction may be that this is nonsense—that you've 
dealt successfully with the consumer for years. At this stage, we'd 
like to make just two poinss: 

1) The method of years ago obviously move goods but do not 

return adequate profits and 

2) The recent management report on NRLDA revealed a strong 

need for a full-fledged public relations program to sell the 
public on the importance of the retail lumber dealer. 


Probably the key to this entire problem is a tendency to concen- 
trate on the planning side of a new store, a remodeling operation or 
home building, to the exclusion of strong merchandising to the 
public. We make this comment from personal experience. For ex- 
ample: 


Retail Store. Erecting or remodeling a showroom is a labor of 
love for most dealers. Plans are drawn, top materials are specified. 
It becomes a fine building but exterior signs, fixtures and product 
merchandising frequently are almost an afterthought. Making it 
easier for the customer to buy, encouraging impulse selling, just 
does not have top priority. 


There is often, as a result little respect for the customers’ time, in 
fact an indifferent “take-it-or-leave-it attitude,” that is far from 
healthy. Few other retailers have such a viewpoint towards their 
customers. 


Dealers making an adequate profit on consumers are equipped to 
handle this class of trade efficiently and with speed. They have 
modern fixtures properly merchandised. They have self-selection on 
common sizes of lumber, millwork, plywood and other building 
materials, usually racked in a nearby shed or warehouse. 


Remodeling. Gallons of midnigit oil spent on the best system 
for estimating, the right contractors to recommend, whether to 
place building mechanics on your own payroll. All this often to the 
neglect of a positive sales plan for bringing in customers. 


How can a dealer count on rem@deling volume without consistent 
advertising, special signs for the yard exterior, model room sections 
or at least a kitchen setup in the store? The methods of attracting 
a remodeling-conscious public are well-established and available to 
every dealer. The first step for profitable remodeling business is to 
admit that emphasis should be placed on reaching the public. 


Home Building. Greater profits, as this issue indicates, are again 
conditioned by closer contacts directly with the consumer. Some 
dealers say, you can’t control building from the back seat. Getting in 
the front seat, putting your hands on the steering wheel, involves 
building homes yourself or promoting model homes to the consum- 
er. How far you go depends on competition now and in ‘the years 
ahead. Some dealers say, they prefer the back seat. 


Competition is a broad term. It includes not only other dealers 
but also prefabers, psuedo wholesalers, project builders and new 
technical developments, which might weaken your position. 


Progress in the laboratory is often discounted. That this is danger- 
ous may be seen by studying the feature on Koppers’ new plastic 
core house components in this issue. Labor, building codes and fab- 
tication problems might hinder its adoption. It could, however, have 
interesting implications for every dealer, wholesaler, mill and plant. 


Gordon J. Lawler 
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Packaging cuts damage loss! 
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Retail rack modeled after Sales-Builder Store ,NRLDA cekaiia. 


is first to acini 
Fir Finish Lumber'! 


Special heavy-duty plastic-coated paper, heat- G-P packaging prevents customer pick-over, yet 
sealed to keep out dust and moisture, now protects opens neatly for one-piece sale. Clear labeling, 
G-P Douglas Fir finish lumber until it’s used! _ big selection, helps this new finish line move fast! 


@ GEORGIA — PACL 


All this G-P Fir Finish Lumber is C&Btr, S45, available in Vertical Grain (Y.G.), or Mixed Grain (M.G.) 
1% 3% 4"-5"-6"-8"-10"-12" (Also in 5/4” and 8/4”) ! FOR PRICES, call your local dis- 
| tributor for G-P products 
LENGTHS 4'- 5'~ 6'-7'~ 8'~9'-10'-12'- 14'- 16’- 18’-20' leach length separately packaged) ! P . 
- | FOR PRODUCT INFORMATION, 
PIECES PER 1x3” widths—8 pieces 1”x 5” widths —4 pieces 1x 10” widths —2 pieces ! Print your name and address clearly 
i 
" 
' 


PACKAGE 1"x6" widths—4 pieces | yu. yom wi dhe eens in margin below. Tear off. send to: 


nett one ae ree 1”x 8” widths —3 pieces Georgia - Pacific, Dept. ALPB-159, 
Equitable Bldg., Portland, Oregon. 


GEORGIA-PACIFIC—Lumber & Hardboard + Pulp & Paper + Plywood & Redwood 
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American Lumberman, January 5, 1959 


EMERGENCY FHA FUNDS TOTALING $4 billion in additional authority will be 
asked by the Administration when Congress meets this month. Norm Mason 
said the emergency measure is designed to head off an impending 
exhaustion of FHA mortgage-insuring authority through next June 30. 

A larger FHA authorization for future years would be included in 
general housing legislation. 


Cost of borrowing may be leveling off, according to Mason. To back 
up his statement he cited FHA field reports that average secondary 
market prices for FHA mortgages declined less in November than in 
earlier months. Mason's view is not shared by builders and mortgage 
officials who predict a continued, gradual increase in interest rates 
this year. 

PENSION AND WELFARE FORMS, as required by an act passed by the last Congress, 
are now available from Wage-Four field offices. These reports, due 
April 1, must contain a basic outline of your plan and need to be 
filled out only once. The reports are required for all plans covering 
25 or more employes. 


Authority to sue employers for back wages due under the minimum wage 
and overtime pay provisions of the Fair Labor Standards Act is asked 
by Labor Secretary Mitchell. He also requests a 50% increase in roving 
investigations to check violators of the law. 


POLITICAL ACTIVITIES BY UNIONS has caused a rift in President Eisenhower's 
cabinet. Postmaster General Summerfield proposed in a speech that 
Congress outlaw political spending by labor unions and apply anti-trust 
laws to union activities. Labor Secretary Mitchell called a special 
news conference to state that Summerfield was speaking only for 
himself and not the Administration. 


Sen. Goldwater (R. Ariz.) then popped into the act and urged that both 
unions and management jointly call off future political activity. 

He also repeated his opposition to raising or extending the minimum 
wage law but conceded that such a program is likely to be approved by 
the Senate Labor Committee. 


DEALER SALES PASSED $8 BILLION for the first time last year according to 
estimates from the Department of Commerce. Sales through September 
were $5.9 billion, $71 million above the same period in 1957. Starting 
in March each month showed improvement over the preceding month a year 
ago. Projections totaled $8.046 billion for 1958, compared with 
$7.9 billion in 1957. 


TAX RELIEF FOR SMALL BUSINESS is included in a new bill just drafted by 
Sen. Sparkman (D. Ala.). The bill would permit small businessmen to 
claim a tax reduction for retained earnings used to finance expansion. 
Other provisions include permission to write off depreciation on 
secondhand equipment as fast as on new machinery . .. and finally it 
would allow self-employed to set up their own retirement funds with 
contributions tax deductible until paid out as benefits. 


TOP UNION MANAGEMENT TEAMWORK continues in the masonry trades. The Brick- 
layers, Masons and Plasterers Union has just announced a joint program 
with producers to promote more school and commercial business. 

The Structural Clay Products Institute proudly state that "no other 
segment of the construction industry can show a greater degree of 
teamwork for a common goal than ours." By way or contrast, as 

American Lumberman has reported, there will be even more need for 

union cooperation as house components grow in popularity. If the Koppers' 
core wall, for example, becomes a hot item, which union would claim 
jurisdiction? As described in this issue, properly trained common 

labor could fabricate these components. 
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TK | Quality Building Specialties 


jd | Ma-GARD Automatic 
| DOOR BOTTOM 





Anodized Aluminum 
MAIL BOXES 


Available in 5 ex- 
citing anodized 
finishes: gold lid 
on black box, 


FREE black lid on gold 
box, black !id on 


Engraved black box, gold lid 


on gold box and 
Name Plate with anodized alumi- 


m lid and box. 
every box cere 


Each M-D Mail 
Box has a blank 
name plate. An 
order form and 
envelope are in- 
side the box. To 
“personalize” mail . 
box, your custom- 500 Series 
er returns plate to 
us for FREE en- 
graving of name. 


M-D Mail Box Holder 
No. 44 for 4” x 4” 
wood posts. 


M-D Rural Mail Boxes are 

available in 4 beautiful life- 

time finishes that never rust or 

tarnish. Albras (brass color), 

Albright (chrome bright), Al- 

black (black), and Alacrome 

(natural aluminum). Standard M-D Mail Box Holder 
No. 1 size. Approved by U. S. No. 150 for 1/2” 
Postmaster General. metal pipe. 


Up auto- — DOWN snugly 
matically to cose against floor 
clear carpet X . to seal out 
easily when a drafts when 
door opens. re door closes. 


Here's the perfect automatic door bottom and draft 
eliminator for ALL doors. Smartly designed . with 
silvery-satin finish—will not rust %. tarnish. Furnish- 
ed in standard lengths—28”, 32”, , 42” and 48”. 





Extruded Aluminum 


oaueenen gs with ad insert 











This beautiful vinyl- “type threshold is available in either Alacrome 
or Anodized Albras finish. Albras is a permanent anodized color 
that will never tarnish—never needs Forpnins- Available 334” wide 
by 3%” or 14” high or 154” wide by 5%” high 








) 
| | Nimetal 
DOOR BOTTOM 


Made of extra thick wool felt and 
heavy gauge stainless steel, brass or 
aluminum. Standard lengths. Packed 
1 doz. same length to carton. 












































M-D EXTRUDED 
HEAVY DUTY 
M-D EXTRUDED 
DOOR BOTTOM HEAVY DUTY DRIP CAP 


Extruded aluminum and Extruded heavy duty drip cap—in 
felt door bottom—in nat- natural finish or anodized finishes. 
ural or anodized finishes. 








are ZeS7 SELLERS “in the house’ 


_ Nemetal WEATHER STRIPS Aluma-Slide 
& Packaged Sets _for Doors : SLIDING DOOR TRACK 


For ¥%”, 4”, %”, | 
AVAILABLE IN or Wf A MB ie. 
STAINLESS STEEL of glass, plywood, 
OR BRONZE masonite, pegboard. 
Aluma-Slide alumi- 
num track sets can 
be used on any size 
cabinet. Fast, easy 
i 4 installation without 
This complete package unit means easier handling special tools. In 
for you... easier installation for your customers. packaged sets with 
M-D Numetal door sets are available with regular holes drilled, screws 
door bottoms or with any M-D threshold. furnished and 
instructions. 


\ SE LLL 


LLL 





\ 





WEATHER STRIP | 


EXTRUDED ALUMINUM & VINYL 
Made of sturdy, extruded aluminum 
and tough, durable vinyl. Perfect for 
wood or metal doors. Comes com-| 
pletely packaged with necessary 4 eR 
strip, nails, screws and instructions. ! ¥ = | 2: ) . 

- }_— 


eo a 
RAL Be, 


—Ma-WAY M Hi Hh A : : RECORDS FAMILY ROOM 


| ° ates Shelf-Mounted 
pg py ae oy Tha ‘CLOSET RODS 


coil metal and wool felt weather 
strip. Each individual carton con- 
tains one 18 ft. roll with nails and 
instructions. Packed 12 cartons in 
free display. 
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Here's a sturdy, 
extruded alumi- 
num rod with nylon 
hanger-glides 
that slide easily. 
Completely pack- 


CALKING & wept ini aged sets, in sizes 


C 0 M 4 0 U N D to fit all ciosets. 
Ac (i 


World's best calking 

compound available in 

loads, with or without 

nozzle . . . hand squeeze 

tubes . .. or 2 pt., pt., 

gt. qua et, ome, Also : J 

-gal. an -gal. drums, 

gun or knife grade. ae Biome. 


wef Bog Th 


MNu-Glaze = —_ BUILDING hava 








You can use and recom- 
mend this glazing com- 
pound with complete 


confidence that it always SLAZING: 


“stays et Packed in 
and qt. cans, Compound 
bb Ste 


& drums. - ~ 600 tao «i 
—— 17 magazines will carry 


BUILDERS w-D prod- 197,000,000 messages 


b 
ucts sold nationally ¥ to your customers 


> fast sellers. dware, lumber an 
advertised. building supply dealers. about M-D products! 


124 eds (some in 2 colors) will 
cover the line of M-D products and 
create store traffic for youl 














Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements. 





Wood-Mosaic Corp., Louisville 9, Ky. 


White ond Red Oak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Loven Lumber. Do- 

mestic and imported Veneers. Hardwood Ficoring— 

Ook and Maple Strips and Lominated Block and 
Special Pattern Flooring. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 
Exclusive Sales Agents for 
J. P. Homer Lbr. Co., Inc., Kenova, W. Vo. 
Hamer Lbr. Corp., Appalachia, Va. 
Manutacturers Appalachian Hardwood Lumber 


*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





* Member Appalachian Hardwoods 


Manufacturers, Inc 


always specify 
APPALACHIAN HARDWOODS 
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New Skil president says 


Pricing-Merchandising-Credit 
Key to Successful Retailing 


“It seems to me that there are only 
three basic principles for successful re- 
tailers today—competitively priced mer- 
chandise, strong merchandising and 
wider use of credit plans. If a merchant 
follows them he can anticipate both 
increased sales and profits.” 

The speaker was John F. Spaulding, 
president, Skil Corp., Chicago, and 
formerly vice-president and general 
manager, Black & Decker Corp. 

“The first fundamental is competi- 
tive prices on a few key items that 
guide customers in evaluating your 
store a3 a good place to shop. For ex- 
ample, in the food field, women watch 
coffee prices and only four or five 
other lines of merchandise. 

If these prices seem low and com- 
petitive, they don’t bother to check 
carefully the prices on other merchan- 
dise which carries a full markup— 
often up to 100%.” 

“In the power tool field it’s the 4” 
electric drill. We all realize it’s used 
as a leader, but it does bring customers 
into the store who often buy other 
merchandise. 

There’s more to this story, too. I 
like to compare the drill to the way 
Gillette sells its 98¢ razor. There’s no 
profit on the razor itself. The big re- 
turn comes on the sale of blades to 
the customer. A 4” drill itself is a use- 
less item. It takes a score of attach- 
ments to give the customer full value 
from this tool. 

While %4” drills are the most popu- 
lar light power tool, Spaulding pointed 
out that jig saws are not far behind. 
He suggested that they might become as 
popular as drills eventually. 

“The second fundamental today is 
a balance by the dealer in the amount 
of time he devotes to buying and mer- 
chandising. Some retailers spend all 
their time searching the market for the 
lowest prices and completely neglect 
their employes, store and customers. 
Every dealer must buy right, but there 
is a point where savings are canceled 
out by volume at little or no profit.” 

Recalling his past experiences, 
Spaulding remarked that he had pur- 
chased four homes averaging $30,000. 
Neither a builder or dealer had ever 
tried to sell him a new or better quality 
item. 


John F. Spaulding 


Builders, he commented, are not cre- 
ative sellers of new items for the home, 
but dealers certainly are or could be, 
and at a handsome profit. He conclud- 
ed by giving his third basic for retail- 
ing. 


Finally, to build volume a retailer 
must merchandise time payments. Pay- 
ment can be just as important as a low 
price. Sears Roebuck, for example, is 
doing a terrific job promoting revolving 
credit and other easy credit plans. Any 
retailer in this field can do as well or 
even better because he can add a local, 
personal touch impossible with a big 
chain.” 


Spaulding said that customer park- 
ing space is a top priority. Within the 
store, well-merchandised fixtures to 
encourage browsing and self-selection, 
should be the goal of every retailer. 


Offers new line. Giving American 
Lumberman an exclusive interview, 
Spaulding announced that in February 
the Skil Corp. would offer dealers a 
new line of 14 brand new fast-moving 
power tools to be known as the 500 
series. The tools, Spaulding said, have 
been field-tested for rapid turnover. 
They will have a smart appearance, new 
finishes and be moderately priced. Dis- 
tribution will be from established Skil 
jobbers. 
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THE PAUSE--- : 
THAT SELLS- MILLIONS OF SEE-THRU CARDS! | .~ - 


This is modern merchandising —Hager packaging 
shining hardware on midnight black cards with a 
bulls-eye red signature that cashes in on 109-year-old ° 
Hager brand familiarity. 

No wonder today, Hager is America’s No. 1 

line in éarded hardware! 

Ask your jobber or write for full information today. 


a4 SAL ILLS HINGES ON Hager / - C:HAGER & SONS HINGE MFG. C0., ST. LOUIS 4, MISSOURI 
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THER ROOFING FIRST FROM KAISER ALUMINUM! 


NOW STANDARD CORRUGATED ROOFING THAT’S 


EXTRA WI 


IE 


EXTRA LONG FOR 
EXTRA COVERAGE 


Here’s the perfect selling mate to team up 
with Kaiser Aluminum’s wider, longer Dia- 
mond-Rib roofing...a sturdy 2%” corru- 
gated sheet that’s 51/4” wide, up to 16’ long! 

This new, wider corrugated roofing sheet 
provides a full 48” coverage after lapping— 
reduces side laps. And the new longer 


roofing sheet lengths eliminate end laps on 
many roofs. 

This new .019” gauge corrugated roofing 
is embossed to cut down glare, improve 
appearance. It’s made with the same high 
quality, corrosion resistant aluminum al- 
loys as famous Diamond-Rib roofing. 
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STOCK BOTH OF THESE SALES-MAKERS! 


Now you can offer your customers two extra wide, extra long 
aluminum roofing sheets . . . with a choice of either corru- 
gated or Diamond-Rib construction. 


Both give you an exclusive selling story and roofing stock. 
Both carry the name that means unsurpassed dependability 
in aluminum building materials . . . Kaiser Aluminum. 


Order now through your Kaiser Aluminum building prod- 
ucts distributor. Kaiser Aluminum & Chemical Sales, Inc., 
Building Products Dept., 919 N Michigan Avenue, Chi- 
cago 11, Illinois. 








Width: 51%” 


Lengths: from 6’ through 12’, 
and 14’ and 16’. 


Corrugation: 22“ 


Gauge: .019" 


Finish: Stucco embossed 


KAISER 
ALUMINUM 


THE BRIGHT STAR OF METALS 


Kaiser Aluminum backs up its 
products...backs up its dealers! 


See “MAVERICK” © Sunday Evenings, ABC-TV Network * Consult local TV listing. 
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it's NEW 
its SELLING 


KD Storage Cabinets Pull Homeowner Inquiries 


Ready-to-assemble double louver 
door storage cabinets retailing at $94.95 
is one of the hottest sales items cur- 
rently offered by the Chicago-area re- 
tail yards of Edward Hines Lumber 
Co. 

The ad shown here produced over 
1,000 inquiries, according to Hines ad 
manager Dan Nikolich. 

“When we receive a coupon from 
a prospect, we send out literature,” 
Nikolich said. “Then we give the cou- 
pon to our yard nearest the prospect’s 
home and one of our home remodeling 





EYE-APPEAL of louver door cabinets 
featured in this typical Hines newspaper 
ad has brought the 27-yard Chicago 
retailer many good remodeling pros- 
pects at low cost. 


salesmen follows up by letter and tele- 
phone. 

“There’s tremendous interest in built- 
ins. In all, we’ve had over 2,000 cou- 
pons clipped from our ads in the last 
60 days asking for literature on built-in 
cabinets of the ready-to-assemble type,” 
he added. 

Richard Horke is the firm’s home 
improvement salesman at Hines’ Arch- 
er Avenue yard in Chicago. He has 
counterparts in each of Hines’ other 
26 yards in the Chicago area. 

“In the last two months people seem 
to have been assembling ideas for home 
improvement jobs for this coming 
spring,” Horke said. “There’s real sales 
potential coming up. 

“As a result of the interest developed 
by featuring the ready-to-assemble cab- 
inets, I've measured up kitchens, helped 
people plan for cabinets in basements 
and workshops.” 

The double louver door cabinet is 
part of the complete Bilt-Well line of 
semi-assembled cabinets for storage 
wall, kitchen and bathroom. It is 48” 
wide, 6’ 838” high and 2434” deep in- 
cluding door thickness. Each door may 
be hung to open either right or left. 
Other cabinets in the line with solid 
fronts have either pine or birch doors, 
as desired. 

The cabinet is made of %4” solid 
ponderosa pine, including side stan- 
dards, top, bottom and shelf. Back is 
hardboard. Metal hinges, pulls, 
catches, assembly nails, and clothes 
rod are furnished. Wood pulls are 
available as accessories. 

The 14%” ponderosa pine louver door 
is lipped around the front frame to car- 


SEMI-ASSEMBLED feature of the louver 
door cabinet evidently appeals to the 
prospective home remodelers of the 
Chicago area; over 2,000 of them have 
asked for catalog in the past 60 days, 
giving salesmen a prime prospect list. 


ry out the %4” door profile of other 
cabinets in the line. Door is pinned and 
glued mortise and tenon construction. 
Cabinet is supplied with side and back 
scribes for close tolerance when fitting 
against irregular wall surfaces. 

The cabinet is modular with other 
units in the line, permitting entire stor- 
age walls to be built. It is shipped KD, 
carton packed, with step-by-step assem- 
bly instructions to aid the do-it-yourself 
customer. 

A full line of sales aids, including lit- 
erature, signs, newspaper ad mats, is 
available through stocking distributors. 
For more information write Caradco, 
Inc., Dept. A. L., Dubuque, Ia. 





Used Fork Truck Center 


About $250,000 worth of used fork 
lift trucks are available at the Clark 
Equipment Co.’s sales branch at 357 
Wilson Ave., Newark, N. J., said to 
be the first facility for selling used 
fork trucks on a national scale. 

John Mitchell, manager of the 
branch, said that the company will 
buy, sell or trade used fork trucks of 
any type or make. 











Sell PLATED WASHERS 


in Complete | 
instead of “Piece-Meal” 


REDUCE delivery costs. 
UNLOAD e LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
| truck body 


Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 


handling... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” ID. 
ORDER FROM YOUR JOBBER. 
WROUGHT WASHER MFG. COMPANY 


The World's Largest Producer of Washers 
MILWAUKEE 7, WISCONSIN | 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


2203 SOUTH BAY STREET ©° 1921 Guinotte, Kansas City 20, Mo. 
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AVAILABLE JANUARY 19, 1959 


Best single annual source of informa- (white pages), and where to get it 
tion on products, equipment and (Buyers Guide) yellow pages. 
Services bought, sold and used by Useful all year to every retailer, 
lumber and building material dealers. wholesaler and manufacturer of 
Provides these two kinds of informa- building products. 

tion: product data—what’s available 


AMERICAN LUMBERMAN 


PT *{c} @ mete) 31 59 East Monroe Street, Chicago 3, Illinois 


me @] @ | Enter my personal subscription for 1 yr. ($5.00) 2 yrs. ($8.00) 
3 yrs. ($10.00), and start service with the Jan. 19, 1959 Dealer Products 
SUBSCRIBERS, File issue. Send me copies of the Dealer Products File issue at 
of course, receive $2.00 each. 
a copy of the 
Dealer Products File 
issue as a regular part 
of their subscription 


COMPANY STREET 
at no extra cost. 


ciITY ZONE STATE 


(Please check) Retailer Wholesaler Manufacturer 





Make Dome Structure 


The low-cost geodesic dome struc- 
ture above is said to have “1000 uses”. 
It is marketed by Pease Woodworking 


“Yellow P dvertising bri ion cabins, gar 
COW Fages advertising Drings US Co, tor vacua Sainee Gunees ta 


9 ment buildings, animal shelters, etc. 
ot ome-owner all tra & uyers. The complete package price of the 
basic dome house is less than $1.25 
Re , “its per square foot. 
Our Yellow Pages advertising program has been most Design of the triangular “space 
successful in reaching home-owner and building trades frames” is said to distribute stresses 
equally throughout the building. Weight 
prospects. A great many of them have become steady customers is transferred directly to the ground, in- 
over the years. stead of to load bearing walls, beams 
me F oe iS : artitions. Int 1 rt 
Our display advertising and listings under various trade-marks SAE covey Rah gee Ri bolted 
and headings bring in prospects just when they are ready to buy. together. 


The Classified Directory is certainly a most productive First model available offers 485 sq. 
ft. of floor space with a volume of 


advertising medium for the building supply business.” 4.750 eu ft 0 dismecter of 25. fact ant 
PS See a , a height at the center of 13 feet. A 
n advertising program in model is on display at the Pease com- 
CUT TO size: the Yellow Pages makes your pany in Hamilton, Ohio. 
¢ peaeene messages hit home at the very 
° scasewnne time a prospect is ready to 
A COMPLETE become a customer. Your 


SELECTION OF: Yellow Pages man will gladly 
FIR & PINE LUMBER 





Aluminum Expansion 
Textron Metals Co., manufacturers 
h i of extruded aluminum home building 
2 elp you plan your program. products, has opened a new Chicago 
ror | SLL Z—- Call the local telephone plant which covers 45,000 square feet. 
SERVICE business office now! It represents $1 million investment, 
po i company spokesmen say. Textron 
MUrray 8-6101 makes aluminum prime _ windows, 
sides dimen tej ‘sins -oneaane storm windows, doors, siding and awn- 
bows THE SPECTOR COMPANY lands new cus- ings. 
* pooes tomers with this 14-page ad (shown 
¢ BARD WARE reduced ) under “Building Mate- 
Seo geagen Es tistasrke ton tendiogs Spun Lite Purchase 
ROBERT SPECTOR LUMBER CO. Fiber Glass Plastic, Inc., Miami, 
189 PETERS ST., &. W. Fla., has purchased the assets of Spun 
Lite Corp. and moved to a new plant. 
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Tame relce(-ialiate Molae mia 
selling to gardeners 





nothing succeeds I 
like a GREEN THUMB? 




















THE ONE BRAND NAME 
THAT HAS UNIVERSAL ACCEPTANCE 
WITH HOME GARDENERS... 


CREATED AND COLOR STYLED 
for gardeners 


ADVERTISED 
for years to America’s gardened homes 


POWERFULLY MERCHANDISED 
by wall and self-service island displays 


Green Thumb’s faster turnover returns 

top profit in garden tools. Order from 

your Green Thumb wholesaler. 

THE UNION FORK & HOE COMPANY 
Columbus 15, Ohio 

FLEXeBEAM FORKS @ RAZOR-BACK SHOVELS 


58-8 














what's the PRICEP 


Lumber buying at west coast mills is slow, as usual, this 
time of year. Prices are holding firm to up a bit. During 
the winter months about 40% of mill capacity will be idle, 
compared with about 30% last winter, helping keep prices 
stiff. Green Douglas fir studs and dimension are stronger 
in price; plywood is selling for around $76, up $4 from 
early in December. 


Southern pine mills were shipping about 5% more lum- 
ber in mid-December than they received in new orders; néw 
orders likewise were about 9% below production. How- 
ever, new orders were very little below the three-year aver- 
age for the period. Price levels for southern pine lumber 
have been remarkably steady for the past three months; 
there appears a better chance of a price boost than for a 
cut in key items in view of heavy construction expected in 
the spring. 


. . 
Current Retail Price Levels 
(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 
Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $125 $126 — 
Std. & Btr. dry —. $140 $125 
Std. & Btr. $132 — — 
Std. & Btr. 2 / j $137 $152 $130 
Boards: Std. & Btr. green R/L 1x6 and 1x8 — —— 
West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $122 38 — 
Std. & Btr. dry R/L 2x10 P $140 — 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 — 5 — 
Western Pines: : 
Boards: No. 2 & Btr. dry 1x8 R/L S45 or 


shiplap 
No. 2 & Btr. dry R/L 1x8 $45 or $130 
shiplap , 
No. 4 Btr. dry R/L 1x8 S$4S or - $ 95 
shiplap 


$175 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 
No. 2 & Btr. dry R/L 2x10 
Boards: No. 2 & Btr. dry R/L 1x8 $45 or 
D & MV or shiplap 


Hardboard flooring: 
Clear oak 25/32"x2%4” one $320 
Select oak 25/32"x2%4” 


Interor Softwood Paneling: $195 $188 
No. 2 ponderosa pine R/W $140 $140 
No. 3 ponderosa pine R/W 

Wood Siding: 

Redwood bevel siding 3/,”’x8” he $352 50 

Cedar bevel siding 3/,’x8” ; 


Wood shingles: 
Cedor shingles 5/2 #1 Blue 
Label $ 18 





PLYWOOD: 
Fir, Ye” DFPA-AD interior give $132.50 
Fir, %” DFPA-AD exterior glue $150 
Fir, %” DFPA-CD sheathing interior glue $135 
Fir, Y2” DFPA-CD sheathing interior glue $145 
Fir, %” DFPA-CD sheathing interior give $187.50 
Birch, 1/,” A2 $455 
Philippine mahogany, '/,” rotary cut $282.50 


MILLWORK: 
Phil. mahogany flush door 
1%"-2-6x6-8 
Birch flush door 1%”-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, fullthick batt 
Wood fiber blanket, std thick 
Ceiling tile 12”x12” 
Acoustical ceiling tile 12x12” 
1%” insulating building board 
25/32” insulating sheathing 
4" gypsum wallboard 
%" gypsum sheathing 
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SUBURBAN STORE structure at left above was designed to grow with new community of 
Broomfield, Colo. (pop., 3,200). Warehouse area, as shown in sketch at right above, will 
eventually become sales area to adequately serve expanding remodeling business from 


adjacent housing projects. 


No Letup in New Store Trend 


Key Target: Suburban Areas 


The steady increase in new lumber- 
yard stores will continue through 
1959, in the opinion of James Linden- 
berger, architectural consultant to 
American Lumberman and the indus- 
try’s foremost designer of lumberyard 
showrooms. 

Lindenberger based his prediction 
upon current and future architectural 
commissions for lumber dealers and 
upon talks with dealers at the recent 
National Retail Lumber Dealers Ex- 
position. 

Reports on new stores designed by 
Lindenberger will be published in a 
spring issue of American Lumberman. 

Suburbs. Reports from dealers to 
A.L.’s field staff across the country 
confirm Lindenberger’s opinion that 
store construction will continue strong. 

Dealers indicate that sales emphasis 
will be on remodeling and new lines 
during the coming year. This means 
new retail stares for many dealers. 

The “hot” locations for lumberyard 
stores or branches are in the suburban 
areas of large and medium-sized cities 
where expansive housing developments 
have blossomed. In many of these 
communities, the homeowner must 
travel long distances for adequate shop- 


22 


ping facilities in building materials 
and hardware. 

Example. The potential available in 
the fringes of metropolitan areas is 
shown in the success of the Turnpike 
Lumber Co., Broomfield, (pop. 3,200) 
Colo. 

With an $89,000 inventory, doubled 
since its start in September of 1956, 
the Turnpike yard is keeping pace with 
its new community arising out of farm 
lands, 10 miles north of Denver. 

The Turnpike company set up shop 
only one year after Broomfield was 
born. A $40,000 main structure was 
erected, which included sales floor and 
offices as sketched above. A $4,000 
warehouse and a $5,000 cabinet shop 
completed the yard. 

“With a new community we had to 
design our original plant so it could 
be expanded at minimum expense,” 
said Bob Fox, president. “Now with 
two years of operation, we can look 
back and feel that our original setup 
was properly installed.” 

Turnpike’s air-conditioned lumber 
shopping center (96’x40/10”) uses 4” 
cement asbestos siding with milled 1x8 
redwood pre-stained siding across the 
front and extending back 54 feet. 


The remaining 42’ length of the 
main structure is used as an auxiliary 


warehouse. “But this will eventually ( 


be converted into additional sales and 
office space,” Fox said. 

Business at the lumberyard original- 
ly was from contractors in the area. 
However, as homeowners get settled 
they are creating a good remodeling 
and do-it-yourself market. As this trade 
increases it will demand the expansion 
of retail display facilities. 

“We feel that in any community it 
takes about two years for the residents 
to be straightened around on their 
debts,” said Fox. “From then on, they 
will want to do some improvement . 
work, such as finishing their basements, 


enclosing carports, building patios. We* 


are gearing ourselves more and more 
to the home improvement business.” 
The Turnpike company is a sub- 


sidiary of the Denver Wood Products , 
Co., Denver. Presently using four acres” 


of ground, the company has acquired ~ 
an additional eight acres for future ex- 
pansion at the Broomfield yard. 

The present force of seven drivers, 


a yard foreman, eight yard men and. 


the sales and office personnel will soon “ 


be increased. 
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Suburban Super to Have Checkout 
Counters, Drive-In Service 


Chicago’s south suburban area was selected as the site for one of the na- © 
tion’s newest and largest one-stop building materials supermarts. The Sauk © 
Trail Lumber Co. (model above) will throw wide its doors on March 15 to © 
serve the multi-million-dollar homeowner and contractor trade in suburbs 
which have mushroomed into satellite cities since World War II. 

Located on six acres of ground in Richton Park and adjacent to Park 
Forest, the two-level store will have four checkout counters to speed customer 


turnover. 


Occupying 25,000 square feet under roof, the mart will have a quarter- 
mile frontage on Governors’ Highway and a 200-car parking lot for the con- © 
venience of customers. It will be managed by Arthur Gore, nephew of Jim © 
and Edward Gee, famous Chicago retailers and co-owners of Gee Co. Serv- © 
ing the firm will be a switch track from the Illinois Central Railroad Co. 

Sauk Trail will be the first retail yard in the Chicago area to offer its © 
contractor customers a drive-in window where they may pick up orders. For 
the convenience of its suburban homeowner trade, the store will remain open ~ 


two nights a week. 


Jobber Obiects to Denver Co-op 
Operated by Lumber Dealers 


The lumber dealer has more to gain 
by lining up with a merchandising- 
minded jobber than he has by joining 
other dealers in a cooperative promo- 
tion-purchasing group. 

That is the suggestion of Jay W. 
Lindsey of Consolidated Lumber & 
Supplies, a Denver wholesaler, com- 
menting on the recent American Lum- 
berman report about the Allied Retail 
Lumber Dealers group. (AL, Nov. 24, 
1958, p. 67). 

ARLD is a cooperative corporation 
of some 50 independent lumberyards 
in the Mountain States region. The 
dealers buy and sell together, using vol- 


untary chain techniques. 

“The Allied Retail Lumber Dealers 
is an extremely controversial subject 
here,” Lindsey said. “Our frank opin- 
ion is that ARLD is being used as a 
purchasing agency rather than for pro- 
motion as it was originally intended. 

“This runs into two jobber problems: 
(1) ARLD is not a retail lumber deal- 
er; therefore it isn’t entitled to better 
than a consumer price and we do not 
sell consumers; (2) ARLD seems to 
feel that the jobber makes a tremen- 
dous profit, therefore through group 
buying they feel they can force re- 
duction of this margin. 
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“T am sure you know the low margin 
which jobbers experience. I venture no 
wholesaler here sells chain yards cheap- 
er than individual yards, although one 
reason they put forward is that ARLD 
enables them to compete with chain 
yards’ greater buying power.” 

Supports dealers. Lindsey pointed 
out that he is 100% fer the retailer 
and does not sell to th» *2tailer’s cus- 
tomers. 

“But there are no profits to us in 
this group buying,” he added. 

Lindsey named two programs which 
he said offer much help to dealers. 
These include (1) the boost his own 
firm is giving high-profit specialty 
items and (2) an educational program 
for dealers promoted by Denver job- 

rs. 

“In the past our business has been 
primarily in the commodities field, such 
as plywood, insulation board, doors 
and similar items,” he said. “We feel 
these no longer can be considered max- 
imum profit items from either a job- 
ber’s or a dealer’s point of view. 


“We're getting more and more into 
specialties and have. the programs to 
help dealers sell them. We are adding 
a display room, completely outfitted 
with kitchen cabinets, windows, wall 
paneling, special exterior sidings, ceil- 
ing tile and floor tile. We are offering 
this room to dealers to use as their 
own, either bringing or sending their 
customers in to see the products in use. 

“In addition, we are working with 
architects. We have a man who spends 
two weeks of each month on architect 
and designer calls. Our salesmen are 
fully equipped to do job selling for 
dealers on our millwork and specialty 
lines.” 

Expands warehouse. Backing up the 
added selling push in behalf of dealers, 
Lindsey reported his firm has expand- 
ed its warehouse by 50%, adding 12,- 
000 feet of clear-span storage space 
to the original 22,000 square feet. 

“We've had a tremendous upsurge 
of business,” Lindsey said, suggesting 
that dealers find the firm’s dealer help 
program useful. 

The Denver area jobbers’ program 
consists of educational meetings held 
in various areas of Colorado. Dealer 
education is being stressed. From May 
to October, 1958, eight meetings were 
held, attended by 423 lumberyard own- 
ers, managers and employes. Major 
discussion subject has been the grading 
of western pine and Douglas fir. Other 
educational topics are planned for fu- 
ture meetings. 

“We think our job as wholesalers is 
not complete until the dealer has sold 
the products which we supply him,” 
Lindsey said. 


Name Change 

The Clarke Sanding Machine Co. 
Muskegon, Mich., producer of floor 
maintenance machines, has changed 
its name to Clarke Floor Machine Co., 
reports president Ernest Cooper. The 
change became effective January 1. 





MORE LIVING SPACE is needed by Mr. and 
Mrs. B. C. Homola and their boys. It took 
them about 11% hours to visit each of 20 


homes in unique Research Village. 


HOUSING RESEARCH “LABORATORY” drew about 20,000 visitors. Homes 
were in the $14,500 to $23,000 price bracket. Each house had specific 


preferences. 


features not found in the others. Visitors used questionnaire to tell their 
4 


iu 


Live Housing Lab Gives You Ideas 


Tract developer's 20-home research lab is full of promo- 


tion tips for dealers. 


What features of home planning 
and design do people want most? What 
features will they turn down? 

By getting the answer to those ques- 
tions from several thousand people, a 
major Chicago suburban housing de- 
veloper is trying to build houses that 
most prospects will want to buy. 

Kimball Hill and Associates is the 
developer of Rolling Meadows, a self- 
contained community of several hun- 


1, Outside storage shed. 


24 


dred homes 30 miles northwest of Chi- 
cago. To find out exactly what people 
want in their new homes, Kimball 
Hill built 20 complete homes to test 
the public’s reaction to new features. 

After consulting with manufacturers 
of building materials and housing ex- 
perts, the developer gave the Real Es- 
tate Research Corp., Chicago, the job 
of developing a comprehensive ques- 
tionnaire based on the features of each 


2. Open carport. 


house. 

One page of questions was devoted to 
each research house. Most questions 
had from two to eight optional answers. 
For example, this question on Research 
House No. 10: 

In a two-bath house, would you pre- 
fer 

| One bath off the master bedroom, as in 
this house 

] One bath between two bedrooms 

] One bath in the basement 

] Both baths off a hallway 

] Other (describe) — i e 


The research homes used one basic 


3. Sliding glass door at rear. 


—— DO BUYERS PREFER THESE FEATURES? 
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idea that every lumber dealer can copy 
in his own model homes—extensive 
signing. Each house not only had signs 
pointing out specific features, but also 
Signs stating the cost of dozens of op- 
tional features like these: 

Storage shed at the rear; bathroom 
with two lavatories; walk-in closet; sep- 
arate half bath; sliding kitchen door; 
unfinished second floor; concrete floor 
in crawl space; covered entryway; at- 
tic fan; wood instead of asphalt tile 
floors. 

About 20,000 people visited the re- 
search housing laboratory in a three- 
month period last fall. About 60% of 
the people went through all the homes 
and about 40% of those completed the 
detailed questionnaire. 

To qualify for a weekly drawing for 
a TV set or bicycle, the visitor was re- 
quired to answer 33 additional ques- 


: egy 


INSULATION QUESTIONS were tabu- 
lated on the spot following verbal ques- 
tioning of research home visitors. 


Jobber Helps Florida 


Owners of Pinellas Park (Fla.) 
Builders Supply claim sales have al- 
ready shown a decided increase since 
they remodeled last fall. 

Help in fixturing and display, in- 
cluding store layout drawings, was re- 
ceived from I. W. Phillips & Co., 
Tampa, Fla. wholesaler of building 
materials and hardware. 

The Phillips services also included 
fixture construction blueprints, color 
scheme, stock selection from proven 
departmental! lists; scientific place- 
ment of items within departments by 
professional merchandisers; stock and 
order control system; sales promotion 
and advertising. 

Customers find it much easier to 
serve themselves from these 15 well- 
stocked departments: builders’ sup- 
plies, hand tools, power tools, sport- 
ing goods; builders’ and heavy hard- 
ware; fasteners; electrical, plumbing 
and heating; galvanized ware; cleaning 
and laundry; lawn and garden; out- 


tions on a supplemental sheet describ- 
ing his individual homeowner needs and 
preferences and current housing cir- 
cumstances. 


SIGNS such as the two above highlighted 
the design and materials features inside 
each model home. 


Dealer Remodel 


HARDWARE DEPT. of Pinellas Park 
(Fla.) Builders Supply. 


door living; paint and paint sundries; 
kitchen cabinets and appliances. 

“If business continues to increase as 
it has in the past two months,” says 
Lloyd Martin, owner-partner, “we will 
soon want to expand our buildings 
and display floor.” 
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Jobber Helps Dealers Finance 
Home Improvement Jobs 


Pacific Northwest wholesaler offers plan, which picks 


up where Title | leaves off. 


A specialized, wholesaler-sponsored 
finance plan for dealers’ home im- 
provement customers is working well 
in the Pacific Northwest. 

The plan is sponsored by the whole- 
sale building material department of 
W. P. Fuller & Co., at its Tacoma, 
Wash., branch. 

“We are well pleased with it,” says 
R. P. Emery, manager. “We know it 
has helped a number of dealers sell 
or increase sales that might not have 
been made without it.” 

Fuller’s finance plan is designed to 
finance jobs which either are not eli- 
gible under FHA’s Title I plan or for 
which the dealer cannot get local 
home improvement financing on con- 
ventional terms. 

“It is not a tool to enable the dealer 
to compete with banking institutions,” 
Emery said. “Likewise, it is not a 
plan to finance borderline credit cases. 

“Many of the specialty building 
products we wholesale to lumber- 
yards can’t be financed with FHA 
Title I loans when they are used in 
certain ways,” he continued. 

“An example is our translucent fi- 
berglass-plastic panels, often used for 
patio roofs. If the patio is attached 
to the house, it would qualify under 
Title I. But if it is not attached, but 
used near a backyard barbecue pit, 
it would not qualify. Our plan could 
be used by the dealer to finance this 
second case.” 

In general, wholesaler Fuller’s fi- 
nance plan is to finance home im- 
provement in which Fuller wholesale 
products play a major role. The plan 
is not offered to every dealer, for the 
Fuller credit department must pass 
on the experience and basic financial 
structure of the dealer, in addition to 
passing on the individual loans. 

When a dealer is accepted into the 
loan plan, he is granted what amounts 
to a franchise by the wholesaler. This 
franchise makes the dealer Fuller’s 
representative in arranging the loan. 
In addition, W. P. Fuller & Co. itself 
assumes responsibility for meeting the 
satisfaction of the dealer’s customer. 

“The dealer’s customer is dealing 
directly with us in his financing,” 
Emery pointed out. 

The Fuller plan is known as “Easy- 
time Payplan”. An added feature of 
it is that term life, accident and 
health insurance covering the note’s 
unpaid balance is included in each 
contract. Maximum amount which 
may be financed under the plan is 
$3,500, to be repaid over a three- 
year period. Interest is charged on a 
10% discount basis. 
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Lumber Consumption Dips 


The government’s lumber advisers 
have predicted consumption in 1958 
will wind up about 1.4% below 1957, 
the lowest since 1949. Production is 
also expected to be the lowest since 
1949, according to a report by the 
lumber survey committee to Com- 
merce Secretary Strauss. 


PRIZE-WINNER—Everything you need to 
know about Ger-Pak polyethylene pres- 
sure-sensitive tape is on the handy dis- 
penser above. Thai's why it received first 
place award for informative packages 
in bulding materials category by the 
Society of Plastics Industry. 


Home Remodeling Outfit on the Carpet 


FTC charges Chicago firm with deceptive gift and pricing 


claims. 


Charges of deception in its pricing 
claims and gift offers have been made 
against the Coral Stone Construction 
Co., a home improvement outfit in 
Chicago, by the Federal Trade Com- 
mission. A hearing on the charges is 
scheduled for January 27th in Chi- 
cago before an FTC hearing exami- 
ner. 

Basis of the FTC charge is the 
company’s television claim that home- 
owners can have various remodeling 
jobs done for “as little as $9.95 or 
$13.95 a month.” 

Few purchasers, if any, were per- 
mitted to make such small monthly 
payments, charges the FTC. TV view- 
ers were told that “each coral stone 
used in the renovations is backed by 
the manufacturers’ life-time guarantee 
not to chip or crack.” 

The FTC contends that the guar- 





antee furnished purchasers is limited 
and merely obligates the company “to 
provide the owner, without cost, new 
materials to replace any which have 
been damaged by the weather.” Fur- 
thermore, the FTC claims that no 
provision is made to install the new 
material. 

Also false, adds the FTC, is the 
company’s offer to give “this com- 
plete set of Revereware and a Re- 
vere cookbook absolutely free” if a 
certain telephone number is called. 
The FTC claims that such gifts were 
seldom, if ever, given to prospective 
purchasers who merely allow the firm 
to bid on a job. 

The Chicago firm is also charged 
with falsely representing that govern- 
mental authorities regularly inspect 
homes for violations of building codes 
and other laws and fine violators. 











MINNESOTA STORE REMODELING—A remodeling job by the Oxboro (Minn.) Lumber 
Co., near Minneapolis, has added 1,500 square feet including 200 square feet of 
display area, giving the store a total of 2,400 square feet of sales space. Both paint 
and hardware departments have been enlarged and office space increased, ac- 
cording to manager Arnold Friendshuh. A new front and extensive display windows 
were added. More parking space is also being provided. 
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Unions Push to Bring All Retail 
Employes Under Wage-Hour Laws 


Minimum wage raise to $1.25 also is aim of AFL-CIO in 


new Congress. 
By Hugh L. Morris 
Washington Correspondent 

There will be a concentrated drive 
in the new Congress this year to raise 
the minimum wage to $1.25 an hour 
and to bring retail and service em- 
ployes under the provisions of the law. 

These twin objectives are included 
in a 10-point program which_ the 
AFL-CIO has announced as its legis- 
lative goals for 1959. 

The National Retail Lumber Dealers 
Association told American Lumber- 
man that it would “vigorously op- 
pose” such changes in the Wage- 
Hour law but predicted a tough fight 
all through the session. 

There even has been some sugges- 
tion of setting a floor at $1.50 an 
hour, but this can be written off as a 
wild shot at the moon in the hopes of 
knocking down a few stars. 

There was little activity in wage- 
hour legislation in 1958 following the 
recent boost to $1 and the Congres- 
sional differences with the Adminis- 
tration over extending coverage to ad- 
ditional workers. 

Employes of retail and service es- 
tablishments now are exempted. This 
includes lumber dealers, who do a 
strictly retail business only. 

Legislation to raise the minimum 
wage and to extend the coverage is 
expected to fall on receptive ears in 
a predominately liberal, Democratic- 
controlled Congress with pro-labor 
committees. 

Organized labor supporters will ar- 
gue that the recent recession was cut 
short because personal income held 
steady under union contracts and the 
minimum wage law and enabled con- 
sumers to continue buying. 

Since wages make a good “pocket- 
book” campaign issue, the matter may 
be kicked around throughout 1959 
and then carried over to 1960 for a 
fresh impression on voters in the fall 
Presidential election. 


More Housing Statistics 
Needed, Say Experts 

Marketing specialists have pin- 
pointed three areas where statistics 
on housing need to be improved for 
private industry to do a better job of 
meeting the needs of American home 
buyers. 

They are: (1) improved data on 
new homes and the materials that go 
into them; (2) more accurate figures 
on housing starts, and (3) substantial 
information on both amount and dol- 
lar volume of home repair and mod- 
ernization. 

These conclusions were reached by 
100 marketing chiefs of building ma- 
terials manufacturing firms, trade as- 
sociation economists and private hous- 
ing consultants in a two-day confer- 
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ence at the National Housing Center 
in Washington. 

Those attending the meeting agreed 
that public policy statistics, such as 
the broad housing data on starts, 
should be gathered by the govern- 


ment with specific marketing data for 
individual items left to the industry. 

“The most critical item—and the 
one we know least about—is what 
families of various income groups can 
afford to pay for housing,” said Law- 
rence N. Bloomberg, statistician with 
the bureau of the budget. 


New Nebraska Wholesaler 

Lumber Sales and Services, Inc., 
has been organized in Fremont, Nebr. 
by Raymond M. Watson. Authorized 
capital stock is $100,000. Watson is 
also president of the Millard Lumber 
and Grain Co. 
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"PACKAGED SLATE PATIO" 


the trend to outdcor —-™ 


summer living 
TIMELY 


—~ 


™. 
~. 


sttitty, ooo" 


The move is to outdoor summer living and eating... 


on the patio! 


With the new Packaged Slate Patio, 
all. the contractor or do-it-yourselfer need do is follow 


e FOR PATIOS 


a simple arrangement diagram to achieve a true 


custom look. Pieces are already cut in different sizes, 


in a variety of colors... ready to lay. 


INEXPENSIVE 


Production line pre-cutting method means real savings 
to the consumer. It puts a slate patio within the average 
homeowner's reach... provides you with a tremendous 


market potential for slate patio selling. 


e ADAPTABLE TO 


exterior walks 
interior floors 
fireplace hearths 


MERCHANDISING AIDS TO PUT SELL INTO YOUR PROGRAM 


NATIONAL ADVERTISING ... 

FOR PRE-SELLING 

Your customers will see the Packaged Slate 
Patio in LIVING FOR YOUNG HOMEMAKERS 
and POPULAR GARDENING. Product identi- 
fication is established nationally to make 
your local selling job easier! 


POINT OF PURCHASE DISPLAY .. . AN 
EXTRA SALESMAN WORKING FOR YOU 
Display keeps selling for you all day... 
eyery day! Stand it on a counter . . it's 
3-color, 15” x 20%". Pocket contains 
supply of 4-color brochures. 


DEALER MATS ... TO TIE IN 

WITH YOUR ADVERTISING 

A series of newspaper mats are available 
to sell the product... and you as the area 
Dealer! 


4-COLOR BROCHURES . . . TO STIMULATE 
BUYING INTEREST 

Fully illustrated, the brochures show various 
basic designs for easy following. Use them 
for direct mail . . . keep them stocked in 
your display. 


FOR COMPLETE INFORMATION ON THIS UP-TO-THE-MINUTE PRODUCT, WRITE NOW TO: 


STRUCTURAL SLATE COMPANY 


PEN ARGYL, PA. 
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New Color Coating Introduced for 
Aluminum Sliding Glass Doors 


A whole new 
world of color in 
housing can be 
sold starting this 
month. 


For the first 
time, a coating in 
10 colors is being 
applied to alumi- 
num sliding glass 
doors by a prom- 
inent California 
manufacturer whose 
tributed nationelly. 

The color line will be available for 
lumber and building product distribu- 
tion by the end of January, according 
to Arthur Lopatka, vice-president of 
Sun Valley Industries, manufacturers. 

Lopatka said that a campaign is 
underway to add new distributors and 
dealers for the three-price lines of 
Sun Valley aluminum units. The col- 
ored coating will be available on the 
medium-priced and luxury models. 


Arthur Lopatka 


units are dis- 


“From talking with dealers at the’ 


recent National Retail Lumber Dealers 
Exposition, we are convinced that 
sliding glass doors are logical lum- 
beryard products,” Lopatka said. 

“We can supply dealers quickly on 
a custom basis through distributors, 
who are serviced by factory ware- 
houses in Chicago, New Jersey, Seat- 
tle, Atlanta, Dallas and Los Angeles. 
We do not sell direct to builders.” 

The colored aluminum line is ideal 
for lumberyard sales, he added, be- 
cause of the dealer’s prominence in 
supplying custom homes and projects 
of higher-priced houses. 

“Pick-a-door.” The color coating 
for Sun Valley aluminum doors is ap- 
plied at the factory, assuring quality 
control, Lopatka said. 

“The coating process uses new ad- 
ditives which make it 100% uniform, 
durable and assure high impact re- 
sistance,” he said. 

“Although color-coated doors are 
custom ordered, we assemble ftom 
prebaked extrusions. Most parts of 
our doors within each series are in- 
terchangeable. This provides fast as- 
sembly and delivery on a custom bas- 
is. 

A vial of color is packed with each 
door so that re-touching can be done 
by the homeowner at any future date. 

Quality trend. Sun Valley is stress- 
ing its quality lines because that’s the 
growth market, especially in the mid- 
west, north and east, Lopatka said. 
Nearly 80% of the company’s pro- 
duction is now set up for medium- 
priced and luxury models. 

“We expect to double production 
during 1959,” Lopatka told American 
Lumberman., 

Part of the growth will stem from 
the new custom colors. But, just as 
important are new distributors now 
being franchised. 
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The Rust Sash & Door Co., Kan- 
sas City, which serves some 200 re- 
tailers, is the newest distributor for 
the aluminum sliding glass doors. 

Distributor franchises are open for 
other parts of the country, Lopatka 
said. 

The colored aluminum is designed 
for both residential and commercial 
buildings. The aluminum doors are 
shipped k.d. with glazing provided loc- 
ally. 

Dealer markup on the aluminum 
doors are based on volume, up to 
50% over costs, according to the Sun 
Valley people. Manufacturer promo- 
tions will be directed to both archi- 
tects and builders. 


Emmons Heads Memphis Club 

Hubert H. Emmons, president of 
the Mississippi Valley Hardwood Sales 
Co., has been elected president of the 
Lumbermen’s Club of Memphis. He 
succeeds Walter R. Jones of the Wal- 
ter R. Jones Lumber Co. 





Alcoa Sheet Aluminum 
With Color Finish 


A new baked alkyd enameled 
finish called Alumalure has been 
announced for flat, patterned, cor- 
rugated and ribbed aluminum 
sheets by the Aluminum Company 
of America. 

Five of the color tones are pig- 
mented with aluminum to impart 
a high metallic luster. The sheets 
can be cut, drilled and formed after 
Alumalure is applied, without 
fear of staining, corrosion, peeling 
or cracking, says Vannen, 
Alcoa sales manager for the new 
product. 

A major use is expected to be 
for architectural products, he said. 











Ingersoll Elected 


¢ James H. Ingersoll has been elected 
president, Reflectal Corp., a sub. of 
Borg-Warner Corp., Chicago. Other 
appointments at Reflectal include the 
naming of R. G. Nordstrom as ex- 
ecutive vice-president and _ general 
manager and R. F. Ballou as _ vice- 
president in charge of sales. 





Dept. Stores Advised to Follow Lead 
of Lumberyard in Selling Kitchens 


The H. E. Lauterbach Lumber Co., 
Bartonville, Ill., was zecently featured 
in Home Furnishings Daily, a trade 
paper for department stores and ap- 
pliance dealers. The article said: 

“A good firm to turn to for advice 
in getting into the kitchen installation 
business is an old hand at the trade. 
And in planning and building kitchens 
the H. E. Lauderbach is an old hand.” 
Two or three kitchens are sold a week. 

The lumberyard has _ promoted 
kitchen building for 20 years, the pa- 
per reported. This year the firm tied 
in with Youngstown cabinets and 
Tappan builtin appliances. 

In line with many lumber and 
building material retailers the Barton- 
ville company offers both wood or 
metal cabinets. 

Mr. Lauterbach said he thought ap- 
pliance dealers would not want to 
get into the kitchen business because 
kitchens “are part of construction” 
and “the construction of homes, or any 
part of them, is a business all by it 
self.” 

“As a lumber dealer,” Lauterbach 
told the reporter, “we are directly 
concerned with the planning and 
building of the house right from the 
beginning. So, in any kitchen installa- 
tions, we merely add the appliances.” 

On subcontracting, Mr. Lauterbach 
explained that the amount of installa- 
tion they are to handle is ascertained 
before “the list” is prepared for the 
customer. On new homes, it was re- 
ported, the general contractor takes 
over and subcontracts the work to 
plumbing and electrical contractors. 

On kitchen sales direct to custom- 


ers, the firm recommends certain 
plumbers and electrical contractors. 

Fabrication of countertops, using 
plywood and plastic laminates, is done 
in the yard shop. 


Eye-Catching Sign 


A translucent fiberglass panel was 
used by the Independent Lumber Co., 
Montrose, Colo. as the material for 
its triangular-shaped identification sign 
on top the roof. Colors are red and 
green on a clear background. The panel 
is shatterproof and no painting is 
necessary. Roy Prewitt is manager of 
the new store. 
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Home Starts Climb to Annual 
Rate of 1,330,000 


Private housing starts climbed to a 
yearly rate of 1,330,000 in November 
from 1,260,000 the month before, re- 
ports the Labor Department. It was 
the highest annual rate since June, 
1955. While actual starts fell to 100,- 
000 from 109,000 in October, the total 
far exceeded the 75,700 starts in No- 
vember, 1957. 

The increase in the annual rate oc- 
curred because the drop was far less 
than usual for this time of year, the 
agency explained. The October-Novem- 
ber decline in actual private starts was 
one of the smallest recorded for that 
time of year and came entirely from a 
slowing in the volume of housing start- 
ed with government mortgage assist- 
ance. 

Private units accounted for 1,038,200 
of the 11-month total for 1958, top- 
ping the 930,300 total for the corres- 
ponding period of 1957 by 107,900. 
This gain, the government said, was 
almost all in homes on which the FHA 
has insured the mortgage. 

Action needed. FHA Commissioner 
Norman P. Mason believes Congress 
must act by the end of January to keep 
FHA in the business of insuring home 
mortgages without interruption. The 
commissioner says the agency’s insur- 
ing authority, already under an emer- 
gency stretch-out procedure, probably 
will last no longer than the first month 
of the new year. 

Agreements to insure already are be- 
ing turned in to be honored and new 
home applications have showed an un- 
seasonal increase. After the fourth con- 
secutive weekly rise, FHA new home 
applications in early December were 
at a seasonally adjusted annual rate of 
405,000 units compared with 352,000 
for the month of November. 

At the same time, Mason disclosed 
that extension of the Certified Agency 
Program (CAP) to small towns all 
across the country has been held up by 
the shortage of insuring authority. The 
year-long experiment in remote areas 
of 19 states had been tentatively sched- 
uled to become a full-fledged program 
nationwide during the third week of 
January. 


Dealer Teaches 


Jobber a Lesson 


When Blackstock Lumber Co. of 
Seattle sold its Lu-Re-Co pre-assem- 
bled component house idea to a local 
tract builder, he sold the complete 
package. 

By doing so, he caught several job- 
bers with their guards down. 

Blackstock’s package to the builder 
includes pre-hung doors with hard- 
ware installed. Shortly after signing 


the package contract for materials 
with the tract builder, a leading build- 
ers’ hardware jobber telephoned Bob 
Blackstock and said: 

“We've sold that tract builder on 
our door locks, and we want to bill 
through you. Where shall we deliver 
the locks?” 

“Well,” replied Bob, “if you deliver 
the locks you first must call the build- 
er and let him know there will be 





two locks for each door because our 
own locks are already installed in the 
doors we'll deliver.” 

Naturally, the locks which Black- 
stock specified and inserted trom 
stock (at normal miarkup) were the 
ones used. 

Shortly after, Bob Blackstock vis- 
ited the offices of the tract builder 
and found three local jobbers wait- 
ing. One was representing a jobber 
who continually boasts about his 
“100% to retailers” policy. 

When the builder spotted Black- 
stock, he turned to the jobber rep- 
resentatives and said: 

“Don’t talk to me about products— 
here’s the man who does our product 
selection. He’s dealer Bob Blackstock.” 
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TW&J, the West's 
largest producers 
of White Fir lum- 
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suitable for fram- 
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PORTABLE DO-IT-YOURSELF 


yourself Cement 
Mixer designed 

to retail for 
less than 
$50.00, with 
motor! Ideal 

for sales or 
rentals! Takes up 
just 4 sq. ft. of floor 


ec 


Easy-to-carry! 
New! First time on the 
market! Portable, do-it-’ 


space to display and 
demonstrate. Shipped, 
stored and delivered in 5 lb. 
pail that doubles as mixing 
drum! See your local jobber 
or write today to DEPT. AL-1! 


eee 


OMPLETE 
fou -30 


FOR SALES! 
FOR RENTALS! 


Mixes 8 cu. ft. per hour! 


Lightweight! 





2323 Ellis Ave., 


St. Paul 14, Minn. 
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SYMONS 
Steel Stake 


F } Pullout hole 


for easy 
removal 


Can Be 
Reused 
Indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” O.C. 


"1" beam design 
drives easier, 
holds best 


— 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12", 
18”, 24”, 30”, 36” 
and 42” sizes. 


LV Simons 


SYMONS CLAMP & MFG. CO. 

4267 Diversey Ave., Chicego 39, Ill., Dept. A-9 
Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Name. 





Firm— 








Address 
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( Here's the one that \ 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK! 
STICKS AND STAYS put 
a) 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 
Durham’s Roc 
Hard Water Putty 
ives you by far the 
e8t profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu 
larly. Many patching materi: ils may sh rink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish, Easy to use. Keeps indefinitely. So 
economical, Just mix with water as 
needed. e Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-Ib, drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 16 on Coupon, page 66 


COMPANY 


Box 804-8 
Des Moines, 
towa 





Bank Promotion Helps 
New England Dealer 

Display Space offered by the Five 
Cents Savings Bank, East Longmead- 
ow, Mass., to local industries gave 
Forest Products a chance to show their 
range of paneling and power tools 
and also an opportunity to build a 
good prospect list. Registration list for 
a power tool drawing resulted in 600 
new names. 


Firms Buy and Sell 


The millionaire Murchison brothers, 
John and Clint, Jr., Dallas, Tex., have 
acquired a partnership in the Thorn- 
burg lumber and plywood enterprises 
near Montrose, Colo., for $681,870. 

The new firm, called Colorado 
Lumber Products, Inc., merges three 
Vance Thornburg  corporations— 
Thornburg Lumber Co., Colorado Ve- 
neer and Plywood Corp. and Vance 
Thornburg, Inc. The new Colorado 
Lumber Products Co. makes wood 
veneer for cabinets and doors and 
core stock—laminated aspen strips 
used inside hollow doors. 

Sloan Lumber Co., Fort Worth, 
Tex., announces that it has purchased 
the Burton-Lingo yard in that city 
and will operate it as a separate unit 
until the two can be consolidated. The 
company will then operate from the 
old Burton-Lingo location. The pur- 
chase in no way involves the other 26 
Burton-Lingo yards. 


Insulite Distributor 

Builders Specialties Co., Pawtucket, 
R. I., has been appointed wholesale 
distributor of Insulite building, dec- 
orating and insulating products man- 
ufactured by Insulite Div., Minnesota 
& Ontario Paper Co., Minneapolis. 

“Our distributorship applies to New 
London and Windham counties, Conn., 
and Bristol, Plymouth and _ Barn- 
stable counties, Mass., in addition to 
the state of Rhode Island,” says pres- 
ident Alexander Rumopler. 


Heads Massachusetts Yards 

* Edward C. Doherty, Doherty Lum- 
ber Co., Roslindale, Mass., is the 
newly-elected president of the Mass- 
achusetts Retail Lumber Dealers’ As- 
sociation, succeeding Allen Rugg of 
the Rugg Lumber Co. of Greenfield. 
George V. Moore, G. V. Moore Lum- 
ber Co., Ayer, was elected first vice- 
president, and John Hinckley, John 
Hinckley & Son Co., Hyannis, was 
named secretary. 
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Watch... 


American Lumbermen, January 5, 1959 


"CLEAN UP" OF BUILDING SPECIALTIES MARKETING UNDERWAY. Responsible manu- 
facturers of combination storm windows and doors and other specialties 
have organized under a new group, Home Improvement Products Association, 
to create higher standards and more intensive promotion. Metal awning 
manufacturers will probably join the group this month. 


The new association hopes to stabilize the marketing problem of 


specialties, which have been plagued by itinerant applicators. It means 
more emphasis on lumber and building material dealer distribution. 


Many of the products available to dealers in this field will be 
displayed at the Home Improvement Products Show at the Coliseum, New 
York City, February 4-6. Lumber and building materials dealers are 
invited. 


NEW PROGRAM FOR LAND purchase is still in the talking stage. It would 
make the purchase and development of raw land by builders eligible for 
FHA loan insurance. 


The scarcity of land suitable for development is becoming a serious 
bottleneck for new home building. Local governments more and more are 
insisting that builders meet an increasing amount of the cost of sewer 
and water, school facilities, in new development areas. 


Lumber dealers who bought land for builder-customers are in a strategic 
position to cash in on revived home building next year. Incidentally, 
American Lumberman finds that buying land is more widespread, goes a 
long way back for many dealers. This has been a company policy for 
some of the most conservative retailers in the business for 15 or 20 
years . . . the profit return runs from 25% to 600% on the original 


investment. 


FOR SPRING BUILDING remember that FHA now offers a single master commitment 
for a variety of houses built from one basic design. Under the new 
arrangement a commitment value is placed on the basic house with a 
schedule for changes, which can vary 10% either up or down. 


EXEMPTIONS UNDER THE WAGE-HOUR law are tighter beginning February 2, 1959. 
Executives must earn at least $80 a week; the administrative employe 
must get $95 weekly; the professional category also calls for $95 
a week. 


The salary test for white collar workers is not enough by itself. 
Other tests including discretionary authority, right to hire and 
employe supervision are not changed. The new regulations do not 
affect retailers not exempt from the wage-hour law. 


IT'S A GOOD TIME TO BUY A HOUSE, but new cars cost too much. These two 
facts highlighted the most recent survey of consumer buying intentions 
conducted by the University of Michigan. 


Optimism for the long pull was strong with most consumer reporting 
that family financial affairs have taken a turn for the better. 
Previous annual surveys of consumers by the University have consist- 
ently been very accurate. 


UNITIZED LUMBER SHIPMENTS got another boost last month when J. W. McCracken, 
inventor of the ModularLumber unit loads, announced that 
a Peoria (Ill.) manufacturer will market the McCracken fork lift 
boom, an attachment for unloading the lumber packets from boxcars. 


The lack of unloading equipment at retail yards has been one reason 

why many milis have dragged their feet in converting to unitized 
shipments. McCracken will demonstrate his boom unloader at The 
Northeastern Lumber Dealers convention, Statler Hotel, NYC, Jan. 25.26. 
Also, booms will be displayed at the Northwestern convention, Minneapolis, 
Jan. 20-22 and at the Indiana convention, Indianapolis, Marcn 3-5. 
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New Senate Orrice BuILpInc U.S. Arr Force Acapemy Missouri River Bripce CHENNAULT AIR Force BASE 
Washington, D. C Colorado Springs, Colo. St. Charles, Mo. Lake Charles, La. New Orleans, La, 


B&D-ON THE JOB 





150 Black & Decker Saws 
used in construction of 
U. S. AIR FORCE ACADEMY 


Colorado Springs, Colorado 
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a 
Minot AIR BASE Prog 
Minot, N. Dakota 


GLENWooD REDEVELOPMENT 
Provect,* Minneapolis, Minn, 


Cape CANAVERAL MIssILE 
Center, Cocoa, Florida 


Route #15 Bypass 
Amity Hall, Pennsylvania 


FoorBa.t STADIUM 
Indiana University 


AT ALL TOP TEN! 


America’s top construction jobs pick 


world’s toughest saw—“Pock& Decker, | 





From coast to coast ... under roughest 
field conditions . . . leading contractors 


and builders specify Black & Decker 
Saws! Why? For better control in the 
wood. For dependable operation. For solid 
all-round performance and more board 


feet per day. Black & Decker Saws turn 
out the work fast with less downtime... 
and more customer satisfaction! Dealer 
satisfaction, too... you’re selling a qual- 
ity product! Ask your B&D supplier about 
Black & Decker Heavy-Duty Saws. 


1. CoNTROL IN THE Woop ... light, 
balanced, easy to adjust, accurate 
guide. 

2. BLADE Won’t Quirt...no clutches 
or overload gimmicks necessary to 
protect the powerful B&D -built 
motor. 

3. SAFETY...totally-enclosed, guard- 
ed blade; automatic release switch. 
UL-listed. 

4. Economy... fast accurate cutting 
produces more board feet per day, 
5. STRENGTH...withnew, heat-treat- 
ed reinforced brackets and shoes. 


*Courtesy Minneapolis Star & Tribune 


Complete Line of Heavy-Duty Saws 


6%” B&D HEAVY-DUTY SAW 7%” B&D HEAVY-DUTY SAW 8” B&D HEAVY-DUTY SAW 8%” B&D HEAVY-DUTY SAW 9%” B&D HEAVY-DUTY SAW 


i. I Yellow | 
a: Bhchk& Decker: = 


Towson 4, Md. 
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look Under || 
TOOLS-ELECTRIC 


World’s Largest Maker of Electric Tools 


Circle No. 9 on Coupon, page 66 

















Every Ford hes 


(SAFETY GLASS 


in every window 

















LESS TO OWN... LESS TO RUN... 
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“Our Ford F-800 with 153 000 
hard miles is still going strong 


easy to drive, not too big and cumbersome. Yet, 
Fords have plenty of stuff to do the job and cut 
trip time. 


says L. E. Soult, Jr. 
Soult Wholesale Co. 


: “Our Fords generally get better gas mileage than 
Clearfield, Pa. 


the other makes we run. They hold up longer, and 
we save on lower parts costs. And speaking of 
costs, I’ve priced all the truck makes . . . run many 
of them, and know from experience that Ford 
Heavies are the best all-round value. 





“Our new F-850 is a ‘bearcat’ 
: “We like Ford’s Transmatic Drive, too! Our 
on the t ough mountain A uns! F-800 tractor equipped with Transmatic takes the 


hills faster and uses less gas. Its built-in retarder 
“‘We deliver lumber, doors, roofing, insulation and holds the truck back on downgrades, saves con- 
hardware. Our drivers like Ford trucks—they’re siderably on brake and tire wear.”’ 


Go FORD WARD for savings with ‘59 Ford Trucks! 


*59 FORD PICKUP with large cab-wide box 
features ail-steel construction for greater 
strength and durability. Smoothest ride 
of any half-tonner. 





Whatever your job . . . wherever you do it—you'll 
find Ford Heavies and Extra Heavies are engi- 
neered and built to do it better! And the ’59 
improvements will give you even more benefits. 


Greater operating economy with new, 
faster rear axle ratios and wider choice of 
transmissions. 


More efficient parking brake of the internal 
expanding type has nearly 50% greater 
stopping and holding ability, requires less 
than half the operating effort needed for 
previously used type. 


Higher payloads and longer axle life with 
many new, higher-capacity front and rear 
axle options. 


Factory installed tractor package custom- 
fitted to Ford trucks for more dependable 
and safer braking. 
Yes, the new ’59 Ford trucks are here to take 
you Ford-ward for savings, Ford-ward for modern 
style and stamina. See your Ford Dealer today! 


LAST LONGER, TOO/ 














Micro - Tongue 
for Faster Laying ... Perfect Fit 


Micro -Groove 


How your carpenters can 
save hours per house 


Every strip of Long-Bell Oak Floor- 
ing is carefully processed by pre- 
cision tooled machines. Every strip 
quickly taps into perfect, hairline fit. 
The edges and ends of every strip 
are machined to the most exacting 
standards. They readily join to form 
a splinter-free surface. 


make your next movea Long-Bell floor 


Homeowners prefer the classic 
warmth of Long-Bell Oak Floor- 
ing. They have made it the First 
Choice in Residential Construction. 


Yes, Long- Bell Oak Flooring gives 
you a wonderful selling tool... for it 
is the best flooring money can buy. 























\ 
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Some Dealers Claim 


“You Cant Drive the Building 
Business from the Back Seat 


UPPOSE you close down your yard and store next 
week, jump into the family bus and hit the road 
to talk with dealers across the country. 

You'd want to find out if other dealers are having 
as much trouble as yourself trying to make a decent 
profit. 

It won’t take long for you to find out that in some 
towns the retail dealers control the local building busi- 
ness. In other places the builders, rather than the dealers, 
are in the driver’s seat. And in still other towns the 
wholesaler or distributor seems to be telling everyone 
in building what to do. 

In some communities you will find that builders 
dictate the terms and even the prices of materials— 
often using the dealer’s financing to keep in business. 
You can guess who makes money in those towns! 

Surprisingly, when you talk to many of the dealers 
in builder-controlled towns you will discover that a 
startling number of them are unaware that anything 
can or should be done about the situation. 

They'll lament that profits are down, down, down. 
But if you suggest such creative ideas as land develop- 
ment by the dealer, home planning services at the 


retail store, sales of yard-made prefab houses or com- 
ponents or dealers becoming builders, they'll say: 

“We don’t consider that any of our business.” 

As 1958 drew to a close, American Lumberman 
editors and reporters made that cross-country trip for 
you. In the following pages you'll see what dealers are 
doing, what they say and think about the important 
matter of who controls the local building scene. 

In the course of interviews, two examples stand out. 

One was a dealer in a medium-sized eastern city 
whose yard was bustling with activity. 

“Yes, we are busy,” said this dealer. “But, you know, 
we haven’t made a profit for two years!” 

The other was a midwestern dealer, whose yard was 
also very busy. 

“Our sales are double 1957’s uc it looks as if our 
profits on sales will be almost 8% for 1958,” the 
owner said. 

The latter dealer is driving from the front seat by 
manufacturing a prefab component house package for 
builders. The former was still selling by the piece, 
letting his contractors bid him down until profits were 
gone. 

Turn the page for the full report. 
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Dealers get into the front seat 
of the building business: 


Dealers Develop Land and 
Become Home Builders 


Retailers who formerly held an inventory of building 
lots around town discover that planned subdivisions offer 
more sales, greater profits. 


Nobody knows precisely how many 
lumber and building product dealers 
are land developers or builders, in 
addition to their role as materials sup- 
pliers. 

Some 25.8% of dealers said they 
built houses in the NRLDA-American 
Lumberman study, which is regarded 
as the most authoritative market sur- 
vey of the industry. But this figure 
does not necessarily include land own- 
ership or development. 

Land ownership. Control of the 
building market is often dependent 
upon the control of land. Traditional- 
ly, small town and rural lumbermen 
have always dickered in real estate, 
including vacant residential property, 
at least on a modest scale. 

When the Wickes Corp., cash-and- 
carry chain, set down one of its giant 
branch yards in northern Ohio sev- 
eral years back, land ownership saved 
the day for several dealers in nearby 
villages. 

These small retailers could have 
faced extinction because of the giant’s 
price appeal to local contractors. But 
the dealers became their contractor’s 
best customer through land procure- 
ment and creative home merchandis- 
ing—keeping sales at home. 

What is often not realized is the ex- 
tent in which dealers in medium- 
sized and large cities have vacant 
realty holdings. 

For instance, in Cleveland, Ohio, it 
is reported that a single lumber deal- 
er owns thousands of residential lots 


38 


and is thus master of many builder 
customers. 

In Birmingham, Ala., it is no secret 
that several lumber dealers are major 
developers. 

Getting down to smaller cities, one 
dealer in Bloomington, Ill., is reported 
to have quietly picked up a sizable 
portion of the city’s prime residential 
land during the past few years, while 
his competitors were engaged in day- 
to-day retailing. 

To cite six more examples, articles 
during the past year in this magazine 
have described dealer land activity in 
such distant places as Jacksonville, 
Fla.; Adams, Mass.; Irwin, Penna.; 
Middlebush, N. J.; Moline, Ill. and 
Wenatchee, Wash. 

Planned projects. The usual custom 


among dealers is to own an inventory 
of lots. However, the trend to planned 
subdivisions instead of custom build- 
ing on scattered lots is affecting even 
small towns today. Agents for 
shipped-in prefab homes have moved 
in On many communities, creating 
their own subdivisions. 

From ownership of individual lots 
to full-fledged subdivisions is logical 
and perhaps necessary, say dealers 
who have done it. Among other ad- 
vantages, the subdivision provides 
tighter control of the home package 
by the dealer. And it sells more 
homes. 

In suburban Chicago, the much-pub- 
licized Moser Highlands in Naperville 


is a model of intelligent land planning 
by Harold Moser of Moser Lumber 
Co. A dozen or so local contractors 
build in the Highlands subdivisions. 
Moser’s pioneer and highly successful 
project is being duplicated, with varia- 
tion, by dealers in every type of mar- 
ket. It is one way to get into the 
“front seat” of the building business. 


Profits. Vernon H. Landgraf, lum- 
ber merchant in Cape Girardeau, 
Mo., describes the main incentive for 
dealers in land development this way: 


“We entered land development in 
1954 and from experience we know it 
is very profitable. We definitely con- 
trol the sale from start to finish. We 
feel we are not forced to give away 
all our profits, as I am sure many 
dealers must to get volume type of 
business in the housing market.” 


Landgraf purchased his first tract 
of undeveloped ground in 1953. A 
year later, the first homes went up. 

Since 1954, Landgraf has devel- 
oped four small subdivisions having 
118 sites. Of the total, 87 were sold. 


Success comes with experience, 
Landgraf indicates. The 1958 tract, 
opened in July, was half sold within 
four months. A new tract has just 
been purchased with 42 sites. 


Landgraf’s newer developments are 
near schools and fire protection. 
“Prospective homeowners and con- 
tractors will pay more for these serv- 
ices rather than for property in a half- 
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developed addition,” he explained. 

The Missouri lumberman added: 

“We have learned that it takes two 
types of developments and they must 
be separate. One is for low or me- 
dium-priced homes. The other re- 
stricted to higher priced homes. 

“Average price of homes built in 
our subdivisions are from $14,000 to 
$16,000 and from $18,000 to $23,- 
000. In our newest tract we hope to 
get into the $8,000 to $12,000 class 
of homes. 

“We do not construct any of the 
homes. As a ‘starter’ we might get 
financing for certain contractors.” 

The Landgraf Lumber Co. has a 
plumbing and heating division to pro- 
vide complete materials package to 
builders. 

Signs are erected on each specula- 
tive home with the names of Land- 
graf Lumber and the individual con- 
tractor. The lumberyard promotes 
each tract in newspapers and on high- 
way billboards. 

The model home technique, pro- 
moting the formal opening of a sub- 
division, as reported elsewhere in this 
issue, will be used for the first time 
this spring by Landgraf’s in its new- 
est addition. 

One advantage of a_ subdivision, 
said Landgraf, is its power to pull 
orders for homes on scattered lots. 

“For every house built in a subdivi- 
sion, we Sell a duplicate elsewhere in 
town,” he said. The subdivision houses 
act as models which spur owners of 
lots into action. When they duplicate 
a subdivision house, the materials or- 
der naturally goes to Landgraf's. 

Luxury tract. Proof that southern 
lumber dealers are taking a lead in 
land development comes from Shreve- 
port, La., where Bolinger Lumber & 
Supply Co. recently announced its 
Hillside Village project near Cross 
Lake. 

Located on 27 acres, Hillside Vil- 
lage will have 70 homes in the $27,- 
000-range, according to Harry V. Bal- 
com, president of Bolinger’s. 

“The purpose in planning and open- 
ing this subdivision is to boost the 
lumberyard’s business. Construction is 
by contractor customers of Bolin- 
ger’s,” he said. 

The Shreveport dealer owns other 
property nearby which will be devel- 
oped later. 

One feature of the area will be its 
private Hillside Village Lake Club, a 
recreational land and picnic area 
with lake frontage and a boat launch- 
ing ramp into the tip of Cross Lake. 
Bolinger’s venture for luxury homes 
typifies the type of project which will 
bring high-profit specialty sales for 
dealers. 

Dealer as builder. Most dealers 
who develop land turn over construc- 
tion to contractor friends. But, here 
and there, dealers are jumping into 
the driver’s seat itself with subsidiary 
construction companies. 

One of the most successful has 
been Knecht Reco Homes, headed by 

(continued on next page ) 
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““ONE-STOP SERVICE” really is true at Landgraf's in Cape Girardeau, Mo. 
You can buy everything from a screw driver to a complete house. Full- 
page ad, above, typifies promotion of Landgraf on behalf of its ‘‘associ- 
ated"’ independent housing contractors. New subdivision of 42 units open- 
ing this spring will feature low-cost houses in $8,000 to $12,000 range. 
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LUXURY SUBDIVISION, ‘‘Hillside Village,"’ sponsored by Bolinger Lumber 
and Supply Co., Bossier City, suburb of Shreveport, La. Beautifully situ- 
ated near Lake Cross, the village will have 70 homes in $24,000-up class. 
Ail construction by customers of the lumberyard. 





BOOKS 
for CALCULATING 


and 
ESTIMATING 


THE LUMBERMAN’S ACTUARY. By 
John W. Barry. The new revised edition 
has 560 pages. Top Dollar page is now 
$400.00 per M and the starting unit 
price is $20.00 — a total of 461 main 
dollar pages plus pricing units of squares 
such as shingles. You can sell by the 
piece or by the thousand — all from 
the same page and same book at any 
desired price. The cover is durable fabri- 
coid with stitched binding that allows the 
book to lie flat. Tables of nails, kinds 
and quantities required for various work, 
and other tables of information are in- 


cluded. Price $16.50. 


EXPERT LUMBER PRICER. By E. M. 
Hiatt. A page for each price per thou- 
sand, in steps of $1 from $25 to $150, 
and steps of $5 from $150 to $200. 
Along the left side of each page are 
listed by thickness and width the differ- 
ent items carried in the ordinary retail 
yard, and along the top margin are the 
various lengths. Turn to the price and 
find where the item and length lines 
cross, then find price per piece. Price 


$7.50. 


HANDY LUMBER CALCULATOR. A 
useful pocket size manual including a 
lumber calculator for standard sizes, log 
rules, estimated weights of lumber and 
useful miscellaneous lumber tabulations. 
Price 50 cents. 


LIGHTNING VENEER CALCULATOR. By 
Vermeulen. Aid to veneer manufacturers 
and users of veneers for accurate, handy 
and simple calculator. Tables cover all 
dimensions from 1/16 inch to 48 inches 
wide and from 1 inch to 144 inches long. 
Price $5.00. 


Mail This Coupon tos: 


AMERICAN LUMBERMAN, 
59 E. MONROE ST., CHICAGO. 3. ILL. 
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| Enclosd is my check in the amount of $- 

the books | have checked below 

Remittance must accompany order. 

C] THE LUMBERMEN’S ACTUARY 
| By John W. Barry $16 
1o expenr LUMBER PRICER 


| CC) HANDY LUMBER CALCULATOR . 


(] LIGHTNING VENEER CALCULAT 
By Vermeulen By 














DEVELOP LAND 
(begins on page 38) 





an Clem Knecht in Rapid City, 
rao. 

“We ventured into land develop- 
ment to serve our independent con- 
tractors,” Knecht said. “But we found 
that Rapid City contractors did not 
use the subdivision enough to justify 
its development expense. 

“At the same time, other yards 
were getting into the building busi- 
ness as well as stealing some of our 
contractor customers with aggressive 
sales methods. 

“The only solution was to build for 
ourselves. Our main project is for 
low-cost houses. This has not inter- 


fered with materials sales to other 
contractors, especially custom build- 
ers. For instance, one of our best 
customers builds 75 custom homes a 
year.” 

Knecht Reco Homes is selling 
about 100 homes a year. This includes 
those in its Knollwood Heights, where 
houses start at $9,900 complete. 

The lumberyard’s building division 
was one of the first to erect a Show- 
case model home in the Masonite na- 
tional home promotion last fall. Six 
speculative Showcase homes _ were 
erected by the company in Rapid 
City’s Strathavon district. 

Typical of the Knecht enterprise, 
Reco Homes was one of the prime 
movers in organizing a Rapid City 
chapter of the National Association of 
Home Builders last year. 


Rapid City Dealer Becomes One 


of Dakotas’ Foremost Builders 


, BUY Your NEW HOME 
= NOW!--- During Our Big 


NATIONAL HOME WEEK 


SéPT. 7-44 


New Home Sale 


Kavlarod piped 


FREE! 100 Worth |. * 
OF TREES AND SHRUBS ¢ 4", 


Choose From Severe! Floor Plans and Designs - Homes Priced At 
9,900 — 10,800 — ‘11,200 — '14,000 ~ ‘15,500 
* Low Down Payments  * Low Monthly Payments 


Be Sure To Visit Our Model Home 
525 E. VAN BUREN 


Caner of Van Buren and LaCeme Se. 


OPEN SUNDAYS & DAILY 10 o.m. to 7 p.m. 











r ee ] 
for Additional information Stop At Ou: | 
ON SITE SALES OFFICE 
1N THE PINK TRAWLER 
| Open Deity & Sunday 100m. 107 pm | 
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4-COLUMN AD above shows how Knecht 
Reco Homes, Rapid City, S. D., merchan- 
dised National Home Week last fall. 
Model house in 200-unit Knollwood 
Heights also seen above. Knecht Lum- 
ber Co. supplied all materials. 


tana. . our fabulous, new Masonite 
og ‘Showcase of Famous Brands” 


MODEL HOME 
, OPEN HOUSE 


™ weer OFF \ANARE ROAD 


ee ee ed 


Op Sodom 7p 
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SOR ADONTIOHAL IPIOT MA THOM q 
CONTACT GENE STONE 
DOSE or Fi 2-9087 
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5-COLUMN AD is one of several in which 
Knecht’s merchandised their Masonite 
Showcase model houses. Another Show- 
case design, on same street at the ad- 
vertised model, pictured under construc- 
tion. 
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Most Complete AD PLAN Available! 


Ideas for Ads 


e¢ Complete Layouts 


¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 
have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 
we also provide suggested layouts and copy. 


Package 2 


Theme and Project 
Illustrations 
Add-a-room (exterior) 
Add-a-room (interior) 
Add-a-room (sketches) 
Attic room 
Christmas, headline illus 
Dormer 
Entrance, before-after 
Family-recreation room .... 
Garages 
Garage converted to room 
Get ready for winter 
Home improvement 
(composite) 
Insulation 
Kitchen 
Modernization Magic 
Money to loan... 
Outdoor living 
Paneled room 
Planning help 
Plywood 
Roofing 
Screened porch 
Warehouse sale 














Package 1 


Theme and Project Mat 
lilustrations Page No. 


Add-a-room siehgionegs ocgnnatiaeneninas oie: SR 
Attic Rooms 2,12 


Christmas, general 19 
Christmas, recreation room 20 
Christmas, tools . 


Fencing 

Garage selection 
Hardware 

Home workshop, tools 
Home improvement for interiors. 
Insulation 

Kitchen remodeling 
Paint 

Plywood 

Porch or breezeway 
Recreation rooms 


Spring check-up 


Products and 
Applications 
Adjustable post 
Blanket insulation 


Caulking gun . 

Cedar closet lining 

Ceiling tile, insulating ................ 1, 
Ceiling tile, acoustical ................ 
Concrete mix 
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Products and 
Applications 
Acoustical tile 
Awning, window 
Caulking 
Christmas patterns 
Combination doors .... 
Combination windows . 

Counter top 

Doors, interior .. 

Fan, kitchen .... 

Fence, picket . 

Floor tile 

Hardboard, perforated 
Insulation, blanket 

Insulation, pouring . 

Kitchen cabinets ................. 23, 26 
Louvered shutters, interior.... 34 
Lumber, piece-price . 32 
Paint, exterior 

Paint, interior .. 

Ping pong table. 












































Wall Tile MAT NO. 281 


Counter Top MAT NO. 2 


Plywood 
Roof cement 


Roofing, shingles 


Storm sash 
Table legs 


Train table, plywood 


Wall tile 
Weatherstrip .. 


Wrought iron ‘railing 


Cornice, plywood 
Counter top 
Cutting board 


Doors, combination ......... 


Doors, flush 

Doors, folding 
Doors, interior 
Doors, louver 
Doors, screen 


Fence, ornamental 
Fence, 

Fence, 

Fence, wood and wire 
Floor tile 

Flooring, hardwood 


Garages 

Garage doors 

Glass block 

Gutter and downspout 


Hardboard, perforated 
Hardboard, wall tile 
Hardware. builders’ 
Hose, garden 
Insulating plank 
Insulating siding 
Insulation, blankets 
Insulation, pouring 


Jalousie 


Kitchen cabinets 
Knotty pine 
Ladders 

Lumber . 


Medicine cabinets ..........0.0.Lecc 


Mortar mix 


12 
10 


. 20 


15 


. 20 


21 
8 
21 











TYPICAL MAT page is shown above. Mat 26 includes a heading 
illustration in three sizes and product cuts for wall tile and 


plastic laminates. 


If your ad called for other products, they 


would be picked up from other mat pages. For example: No. 34, 
kitchen fans; No. 32 floor tile; No. 10 or No. 23 for additional 
material on kitchen cabinets. 


Paint brushes 

Paint, exterior 

Paint, interior 

Paint, masonry 
Paint, roller and tray 
Ping pons table 
Plyw: 

5 dae built-ins 
Plywood handy panels 
Plywood paneling 
Plywood train base 
Posts, fence 


Roof coating 
Roofing, roll 
Roofing, shingles 


Screen doors 
Screen, window 
Screen, roll 
Shelving lumber 
Shingles, asphalt 
Shingles, wood 
Siding, wood 
Stairs, disappearing 
Storm sash 


Tools, garden 
Tools, hand 
Tools, power 
Trellis ..... 


Wallboard 

Wall tile 
Weatherstrip 
Windows 

Wood mouldings 
Wood paneling 
Wood siding 


American Lumberman 
59 E. Monroe St. 
Chicago 3, til. 


(Circle pages desired) 


Package 1 
1, 2, 3, 4, 5, 6, 7, 8, 9, 10, 11, 
14, 15, 16, 17, 18, 19, 20, 21, 


idee __pages @ $3.95 
elicit entire package $82.50 


Package 2 
23, 24, 25, 26, 27, 28, 
29, 30, 31, 32, 33, 34 


pages @ $3.95 

entire package $44.90 
Catalog Send free catalog oe 
Name_ 


Address 


12, 13, 
22 





To get a hand on the steering wheel of the 


building industry. . . 





Dealers Promote Model Homes 


Some dealers help sponsor or supply materials for model 
homes by builder customers; others finance homes themselves 


to spur interest in new homes and modernization. 


Last fall, 150 lumber dealers in 38 
states signed up to build 195 model 
homes as part of the national “Show- 
case” home promotion sponsored by 
the Masonite Corp. 

The estimated investment by deal- 
ers in the promotional homes was 
$3,400,000, according to Masonite. 
Building and remodeling work inspired 
by the promotion is estimated at 
many times that figure. 

Probably the most elaborate of the 
Showcase promotions was staged by 
Paulsen Lumber Co., Milwaukee. Its 
$20,000 promotion was built around 
a $41,500 luxury house. 

A conservative estimate of 12,000 
persons visited the home over seven 
weekends, said Ken Paulsen. Some 
3,100 persons visited the house one 
Sunday. 

Tangible results, he said, were ac- 
tual sales of materials displayed in the 
model. Just as important were the 
new friends made by the dealer among 
both trade people and consumers. 

Keeping with its “luxury living” 
theme, Paulsen’s installed $1,500 
worth of appliances in their Show- 
case home. These included refrigera- 
tor-freezer, automatic dishwasher, 
garage disposer, automatic washing 
machine and electric drier. An elec- 
tronic oven was installed for the open 
house period. 

Pictures of the Paulsen Lumber 
promotion are shown on a following 
page. 

3,800 prospects. Perhaps the 
Showcase promotion of Grogan-Rob- 
inson Lumber Co., Great Falls, 
Mont., was the most productive of 
all the Masonite open houses, in 
terms of public response. In a town 
of 60,000 people, 9,000 visitors were 
counted at the model home—15% of 
the city’s population! 

Some 3,800 inquiry cards were 
signed, and a whopping 1,800 showed 
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Types of Models 


(Sometimes called sample or dis- 
play homes) 


1) A “show” model built for 
sale on an individual lot, with spe- 
cial promotion. This can be fi- 
nanced and sold by the dealer as 
device to help contractors; or it 
can be built by a contractor with 
cooperation from the dealer. 

Tie-in can be made with a na- 
tional promotion such as the re- 
cent Masonite Showcase program, 
described in the accompanying ar- 
ticle. Or it can tie-in with a local 
Parade of Home promotion. 

2) Typical home in a tract 
which is open until tract is com- 
pletely sold. If dealer is the de- 
veloper, he builds the home; other- 
wise, he contributes materials, 
sales aids, or salesmen to man the 
model. 

3) Sample of precut or prefab 
homes built in the lumberyard, 
displayed in the yard or on a resi- 
dential site until sold. 











interest in new homes or moderniza- 
tion, according to Brooks Robinson. 

Such phenomenal response was 
sparked by an advertising campaign, 
which was without doubt one of the 
most ambitious promotions in Great 
Falis history. 

Nobody could help but become 

home-conscious when on the receiv- 
ing end of this campaign: 
* 16-page special newspaper section, 
with manufacturers sharing costs for 
600 inches of ads. Some producers 
paid national rates, others the local 
ad rates. The yard distributed 4,000 
extra copies. Follow-up ads were in- 
serted for eight days following the 
opening-day section. 
* Two | television 


programs, _ inter- 


viewing Grogan-Robinson executives 
and showing sketches of the model 
home and building materials. Maso- 
nite Corp. sponsored tie-in TV spots. 
* Weekend “saturation” radio cover- 
age, six hours for two days. Broad- 
casts were direct from the model 
home. Interviews with visitors, manu- 
facturers, contractors, etc., were in- 
terspersed with music and news. The 
cost was $300. Two radio spots daily 
followed the two seven-hour broad- 
casts. 

* Savings bonds given away each day 
to visitors. 

“We have broken down the inquiry 
cards and find we have 1,800 pros- 
pects with definite interests in mod- 
ernization or new homes,” Robinson 
told American Lumberman _ last 
month. 

“We have divided the cards into 
categories such as new homes and 
kitchens. We mailed a letter to all peo- 
ple who signed the cards; also, we are 
mailing special letters to those who 
expressed interest in specific projects 
and are making personal calls on 
some of the hottest prospects.” 

Of the first prospects reached, 25% 
were sold some materials! 

The Great Falls Showcase home 
was a modified Lu-Re-Co (Lumber 
Dealers Research Council) compo- 
nent design, using wall panels a 
trusses fabricated at the Grogan-Rob- 
inson yard. A _ former contractor 
heads up Robinson’s fabrication de- 
partment. The company is selling pre- 
fab components as well as_ whole 
prefab houses to rural dealers. 

Around the country, other Show- 
case promotions produced the follow- 
ing results: 

* Mozzone Bros., Inc., Taunton, 
Mass., had 100 persons at its press 
preview, 6,000 the first weekend; a 
total of 10,000 visitors during the 

(continued on page 44) 
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2,000 VISITORS were attracted to the Showcase model 
home sponsored by Carolina Lumber Co., Jacksonville, 
Fla. Typical afternoon during the open house is shown 
at right. 

At bottom, you see wall paneled in Misty Walnut, a 
woodgrained hardboard. The hardboard manufacturer 
gave plans to each participating dealer, assisted in 
merchandising of the model and helped to ‘‘man” the 


open houses. The model homes were advertised nation- 
ally in the Saturday Evening Post. 





$30,000 TRI-LEVEL home in 
Sioux City, lowa, left, was built 
and promoted as part of Ma- 
sonite Showcase program by 
Walensky Lumber Co. It at- 
tracted some 800 visitors, in- 
cluding about 125 who ex- 
pressed interest in building or 
remodeling. 

Construction of the model 
home was by a contractor cus- 
tomer of Walensky’'s. 

Grant Walensky said that 
the lumberyard builds about 
10 homes a year on a specula- 
tive basis, mostly in the $13,- 
000 price bracket. ‘Dealer ac- 
tivity in building homes has 
increased because of jobbers 
selling direct to contractors," 
he said. ‘‘Speculative building 
is increasing here. People do 
not want to go through the 
grief of waiting for a house to 
be built." 











MODEL HOMES 


(begins on page 38) 





open house. Prospect cards totaled 
2,800. The builder, Dave Waldron, 
owner of Dave’s Construction Co., was 
so enthusiastic he bought the house 
fully furnished. 

* People from 15-35 miles away 
came to see the model sponsored at 
Sikestown, Mo., by the Home Mate- 
rial Co. 

* John B. Lower, vice-president and 
manager of Hope (Ark.) Builders 
Supply Co., reported: “We are en- 
joying a new surge of repair and re- 
modeling jobs. New home prospects, 
too, are increasing. We feel that from 
the promotional work done by the 
Showcase home, 36 remodeling jobs 
have come our way and a dozen se- 
rious new home prospects.” 

* James J. Koncinsky, owner of Kon- 
cinsky Builders Supply, Alexandria, 
La., said: 

“During the Parade of Homes our 
Showcase model attracted as much 
attention as all the other 12 homes. An 
estimated 14,000 people went through 
the house.” The model was sold the 
first week and the yard had several 
good prospects for duplication. 

* With an attendance of 3,000 during 
the two weeks’ open house, John H. 
Schaad & Son, Knoxville, Tenn., re- 
ceived 2,000 prospect cards and doz- 
ens of good leads for modernization 
work. 

* Hodges Lumber Corp. Roanoke, 
Va., sold six other houses from Show- 
case plans. 

Models for °59. The Masonite 
Corp. was so pleased with dealer re- 
sponse to its national home campaign 
that another program is planned for 
this year. 

In addition, many dealers told 
American Lumberman reporters last 
month that they are planning model 
home programs of their own for the 
coming season. 

For instance, out in Salt Lake City, 
Pay Less Builders Supply has built 
eight model homes in subdivisions and 
have four in the works for this year. 

“We work in conjunction with real- 
tors for whom we build,” said William 
Polson of Pay Less. “I think the trend 
to selling houses by the model home 
technique is a good one and it will 
grow. 

“When money is tight, you don't 
build a lot of homes and hope they’ll 
sell. You build a model and sell from 
that.” 

A fellow Salt Lake City dealer, 
S. C. Nelson, Nelson Builders Supply 
Co., said his company has built two 
model homes. 

“I think the price factor should 
decide whether or not to use a model 
home,” Nelson said. “In the popular 
price bracket two or three models are 
worthwhile, But if you try it in the 
higher brackets, it would fall flat. 
Those with money to spend go to an 

(continued on page 46) 
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1Y/-STORY CAPE COD model! home with 2,046 
square feet of living area, built by Paulsen Lum- 
ber Co. Asking price for house including $1,500 
worth of appliances, rugs, drapereis and 180’- 
front landscaped lot is $41,500. 


EVERY VISITOR received a 32- 
page brochure on the model 
home from greeter Erwin O. 
(Duke) Steinke. 


Clee we LACTIC ROE Com 
taal Fethe 


eee A Ge 


BRAND-NAME SIGNS near en- 
trance listed almost 40 manu- 
facturers and suppliers who 
furnished materials. 


ELECTRONIC OVEN, installed 
for demonstration, prepared 
hors d'oeuvres in matter of 
minutes as Bob Paulsen looks 
on. 









































INDIVIDUAL job 
signs like those 
left credited and 
identified each fa- 
mous brand in 
model. 


Lumberyard Shows How to Win Friends 


Giant promotion pulls 12,000 visitors to $41,500 


model home. 


New customers and added sales al- 
ready can be traced to their first 
model home, according to the folks 
at M. H. Paulsen Lumber Co., Mil- 
waukee. 

“We feel this promotion has helped 
elevate us above our competitors. We 
have made sales from it directly; but, 
more important, we have made many 
friends in both the consumer trade 
and the building trade,” said Ken 
Paulsen. 

Ground work for the $20,000 pro- 
motion program was begun last June 
with the purchase of a lot in Brook- 
field, in northwest Milwaukee. Con- 


OPEN HOUSE for contractors, builders, 
architects and bankers was a gala af- 
fair serviced by professional caterer. 


GARAGE WAS CONVERTED with dis- 
play racks to show house plans, right, 
available in the program sponsored by 
Masonite Corp. plus other product liter- 


ature. 
> aaa 





struction was started about July 15, 
the Paulsen firm acting as general 
contractor. 

A preview for the press, architects 
and builders was held October 25th 
with open house to the public start- 
ing the following weekend. 

Plenty of “sell.” A 32-page bro- 
chure, prepared by Paulsen’s adver- 
tising agency, detailed the house, 
room-by-room, describing the mate- 
rials. “Famous brand” sponsors were 
listed in the brochure together with 
new home and remodeling services 
offered by Paulsen Lumber Co. 

Although the overall promotion 


cost $20,000, Paulsen’s spent only 
$7,000 of their own money. Material 
furnished by suppliers was cash-cred- 
ited toward the advertising budget. 

The promotion budget was as fol- 
lows: 
¢ Newspapers (including an 8-page 
tabloid supplement in the Milwaukee 
Journal): $7,000. 
¢ 32-page brochure, $5,000. 

* Television, $4,500. 

* Radio, $1,500. 

¢ Direct mail (invitations), $500. 

* Miscellaneous (signs, party ex- 
penses, etc.), $1,500. 

Besides brand-name signs, through- 
out the house, one bedroom was left 
unframed to show value of a plaster 
wall, kiln-dried framing lumber, in- 
sulation and particle-board floor un- 
derlayment. 











DURING NATIONAL HOME WEEK } 
WE INVITE YOU TO BE THE GUESTS OF 


PRIVATE HOMES, INC. - 


BUILDERS OF BEAUTIFUL NEW HOMES IN ROBBINSDALE, - 
THE FASTEST GROWING COMMUNITY IN SOUTH DAKOTA’ 


VISIT THE MANY NEW HOMES NOW 
UNDER CONSTRUCTION 


} 
' 
i 


Like To Look At Homes? 
| & Be Our Guest During 
t National Home Week Sept. 7-14 


Here Is A Partial List Of Sold 
Homes Under Construction: 


120 Cleveland 
429 Uteh 

18 Oakland 
2828 Willow 
284} Willow 


2606 Granegiview Drive 
254 £. Nevade Orive 
243 E. Nevado Drive 
247 €. Neveda Drive 

2829 Elm Ave 

290! Bim Ave 2842 Willow 

2905 Elim Ave 2710 Ivy 

2906 Elm Ave 2718 Ivy 

2818 Eim Ave 2834 tvy 

2826 Elm Ave 2906 Ivy 

2735 Ook Ave 2902 ivy 

280) Oak Ave 2806 Ivy 

2428 Ook Ave And Many Others 


See For Yourself Why 
Robbinsdale Is The Fastest 
Growing Community In S. Dak. 
Livgbie Homes for Less - Community Planning — Churches — oR , 


Schools - Shopping Center — Swimming Pool — 
Direct Access to the Air Base 


TOP QUALITY, BRAND-NAME BUILDING 


MATERIALS FOR THESE BEAUTIFUL ' 
HOMES FURNISHED BY... STOP AT OUR OFFICE. ELM & OAKLAND 


A SALESMAN WILL BE HAPPY TO SHOW YO 


bSteaune silane i oie 
LUMBER COMPANY PRIVATE HOMES wx 


Sih & OMAHA DIAL FI 2-7000 


PRICES RANGE FROM “9950 to “30,000 
DOWN PAYMENTS START AT *40!! 


DRIVE OUT TODAY 





a 











When you are part and parcel of a leading home 
building organization, it’s only natural to assist the 
builder in every way to merchandise your materials 
packages. 

Such is the case in Rapid City, S. D., where the 
Robbins & Stearns Lumber Co. promotes Private 
Homes, Inc., as shown in advertisements above run 
during National Home Week. 

At right, Manager Baumgartner of the lumber 
company, left, checks home construction with 
Charles Keown, president of Private Homes. 

Keown estimates Private Homes has constructed 
1,350 homes since it was organized 12 years ago. J. L. 
Robbins and Cliff Stearns of the lumber company 
were among the organizers of the building corpora- 
tion. 

“We supply the entire package for Private Homes, 
Inc. Production has been behind sales this past year,” 
Baumgartner said. 
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architect or want to change sample 
homes they see.” 

Nelson indicated that he is cooking 
up “something special” in promotion 
for 1959, which will mean erection 
of at least one model home. 


Dealer-Builder Models 
Building product dealers who fabri- 
cate whole houses or “shells” are most 
likely to build model homes every 
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year, timed to changes in design of 
the houses. These are often displayed 
at the lumberyard. 

For instance, Thrift Lumber Co., 
St. Louis, has a model of its homes 
at the yard and six in subdivisions. 

“The method of selling homes 
through the model technique is in- 
creasing in this area,” said William 
Reuther, vice-president of Thrift Lum- 
ber, prefabricators. 

“But let me say this. If a sales force 
is well organized and maintained, | 
don’t think a model home is needed. 
Here, our salesman turnover is too 


great, so we use the model to simplify 
the situation.” 

The importance of display models 
in selling precut packaged homes is 
clearly shown in the policy of Main 
Line Lumber & Millwork of Wayne, 
Penna., whose Main Line Homes divi- 
sion is one of the fastest-growing 
precut operations in the country. 

“In Wayne we have five model 
homes and we have seven additional 
sales sites, with two sample homes on 
each, making a total of 19 on our 
own yards,” said Stan Heller, assistant 
manager of Main Line. “In addition, 
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“‘Wouldn’t take $1000 for him. I’ve taught 
him to say ‘Don’t forget “Scotcn’” Brand 
Masking Tape’ with every paint sale!”’ 


atiinepennitiiiiiamaialiiale 


Circle No. 24 on Coupon, page 66 


PARKE 


Adjustable Shelf 
Standards 
FLUSH or SURFACE MOUNTINGS 


per 
BOOK SHELVES * CUPBOARDS 
STOCKROOMS * STORE FIXTURES 
LINEN CLOSETS * MEDICINE CHESTS 
CHINA CLOSETS, ete., ete... 


Can be mounted on the surface or 
flush with the woodwork. 
No. 67 PARKER ADJUSTABLE 
SHELF STANDARDS ——> 
For either flush or surface mounting. 
Brackets snap in and out easily and 
require no tools. Shelves can be 
raised or lowered instantly as re- 
quired. 














No. 68 
FOR SURFACE MOUNTING 


ADJUSTABLE FLANGES 
for 1” or 1-1/6 
0.0. Hang Rods to 
fit either dard 


Stan 
ba 
e LN 
239 


S. PARKER HARDWARE MFG. 


SINCE 19¢ 


Made of heavy gauge steel, 
electroplated rust resistant 
finish, 

LOW IN COST 
Immediate shipment from 
stock! Write for Catalogue 
and Samples on your busi- 
ness letterhead. 


CORP. 


Creat Clne Wher 


(UP TO AND INCLUDING THE QT. OR 1 LB. SIZE OF EACH) 


m0) ro (-) am p’4 
(ej ye) | a 


- Order 12 
GET ONE 


an 


te 


* ELMERS 


CONTACT 
CEMENT 


& Pc nme ee 


Order 1 
(ej = me) || 2 
FREE! 


It’s as simple as that! Every time you order 12 of any one of these five great 
Elmer Glues between December 29th and February 16th you get the twelfth 


one free. What a wonderful opportunity to stock up on all five and save. See 
your supplier or write The Borden Company, 350 


Madison Avenue, New York 17, N. Y. 


Bordens Products 


\ ; FOR THE 





¢ sce je binet Hardw 


Builders’ * Showe p 
27 LUDLOW STREET * NEW YORK 2),N.Y. * Phone WAlker 5-6300 


Circle No. 25 on Coupon, page 66 


<Z% ¥ HOME HANDYMAN 


Circle No. 26 on Coupon, page 66 
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we have a dealer program and each 
dealer must erect and maintain at 
least one of our sample houses. We 
give dealers a discount on the con- 
struction of the sample houses. 

“During 1959 we will greatly ex- 
pand our dealer-builder network with- 
in a 600-mile radius of Philadelphia.” 

To the east of Main Line Lumber 
is Camden (N.J.) Lumber & Millwork 
Co. Irv Gorsen, president, agreed that 
selling from model homes is accelerat- 
ing. 

“We were one of the first prefab 
companies in the area. We have five 
model homes in subdivisions and two 
types of garages. We usually have a 
sample home at our yard, too, but 
that was recently sold. We will build 
a new sample home here at the yard 
this spring,” said Gorsen. 

“Most of our customers are indivi- 
duals, not contractors. If you sell to 
the consumer, you learn they want 
to see a model. Our customers must 
get their own contractor to erect our 
homes; we just supply the materials. 
It is strictly an over-the-counter deal.” 

Another ready-cut home dealer, 
Tilson-Bilt Lumber Co., in Houston, 
Tex., has three model homes displayed 
at the yard. They have price tags of 
$4,750, $8,295 and $15,250. Plans 
for the coming year include a thor- 


ough remodeling of at least one of 


these models—a new roof and front— 
plus an additional home in the $8,000 
price bracket. 

President James Evans of Tilson- 
Bilt said that the increase in model 
homes by builders can force dealers 
into the building business. 

Although he knows that to sell 
ready-built homes you must display a 
model, Tilson-Bilt’s president warns 
that they are not all “gravy.” 

Pointing to the sample homes at 
his yard, he said: 

“Take the investment I’ve got in 
those homes out there. They can’t be 
rented or sold. They’re becoming out- 
moded and shopworn. Outside of 


blasting them off the face of the 
country and re-building, what else can 
I do but pour more thousands of 
dollars into short-term renovations?” 

Component models, Next to the 
dealer who builds and sells a precut 
or prefab house package to consum- 
ers, the lumberyard which makes 
component wall panels and _ trusses, 
etc., is finding it advisable to erect or 
help his contractor customers erect 
homes. 

These might be for permanent dis- 
play at the yard, such as_ those 
mentioned above at Philadelphia’s 
Main Line Lumber or Houston’s Til- 
son-Bilt Lumber Co. Or, they might 
be models built on residential lots for 
temporary display such as those in 
the Masonite Showcase promotion. 

The swing to component prefabing 
by retail lumberyards is probably the 
fastest growing trend in the industry 
today, as documented in your Novem- 
ber 24, 1958, American Lumberman. 
This means that many dealers are 
beginning to think about model homes 
for the first time. 

That’s the case in Boston at the 
Pope Lumber Co. 

“We have never built a model 
home in our yards, but we are now 
selling prefabricated components to 
contractors and developers and we 
have several plans for model homes 
to be erected in 1959,” said Theodore 
Holt, manager of Pope’s. 

“We hope to integrate the advan- 
tages of mass production with custom 
building through component fabrica- 
tion,” Holt said. His company has 
worked with an architectural firm to 
develop, among other things, a com- 
ponent ski-lodge. One has been erect- 
ed on a slope of the White Mountains 
in Jackson, N. H. 

“I believe that the model home 
technique is highly practical. It allows 
the customer to see what he is going 
to get before building. The trend is 
certainly catching on with lumber 
dealers, just like the trend to com- 
ponent fabrication,” Holt concluded. 

One of the “custom fabricators” 
described in the roundup of dealer 
prefabers in the November 24th issue 
of AL said he cooperates with build- 





“THE ASHLEY” 
model of national 
Showcase promo- 
tion, built by Reco 
division of Knecht 
Lumber Co., Rapid 
City, S. D. The 
signs that border 
the front walk 
merchandise prod- 
ucts in the home. 
Knecht's built a se- 
ries of the Show- 
case homes, had 
one model open 
daily. They hired 
college students to 
help staff the mod- 
els. 


aw 


NEW PRODUCTS are best displayed in 
model homes, says salesman for Rohlk 
Lumber and Grain Co., Conahue, la. He 
demonstrates Masonite Panelok system 
installed in closet of Showcase house 
sponsored by the dealer. Fixtures can be 
moved from one location to another on 
splines between hardboard panels. 


ers in providing a model for a sub- 
division. Robert Kipp, president of 
Evendale, (Ohio) Lumber Co., also 
provides the builder with some 
advertising funds, but does not “man” 
the model for the builder. 

“Let’s not kid ourselves,” said Kipp. 
“Most builders do not want to remind 
their prospects that it is a prefabed 
house. If we clutter up a model with 
signs on various products it only 
confuses the buyer.” 

The trouble today, Kipp said, is that 
nothing seems to be standard in a 
house, although the basic unit is pre- 
engineered. The builder changes the 
plan to fit his particular subdivision. 

Back in Conshohocken, Penna., the 
Ridge Park Lumber Co., Inc., another 
pioneer in prefabrication of homes, 
has three model homes on display 
and will build three more soon, ac- 
cording to Hillard Madway, co-owner. 


How Dealers Contribute to 
Builders’ Models 


Some dealers who would not 
finance or promote model homes on 
their own hook will readily assist 
contractor customers who _ build 
models. 

Take the G. M. Stewart Lumber 
Co., prominent Minneapolis dealer; 
Gordon Miller, vice-president, says: 

“Although we don’t contribute 
materials for a model house, we have 
helped by selling the materials at cost 
or at a special discount. 

“After all, it helps us because the 
models help sell the homes in a hurry. 
That saves tying up investment capital 
for the builder and tying up inventory 
for us.” 

For most builders, a model home 
is really a modest investment, Miller 
said. 

A fellow Minneapolis dealer, James 

(continued on page 50) 
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F Fy E E Self-Selection MERCHANDISER 
FOR KASON ADJUSTABLE-SHELF HARDWARE 


THIS ATTRACTIVE SALES-MAKER is a complete self-service department of 
Decorative-Shelf Hardware . . . creates new, profitable ‘DO-IT-YOURSELF’ 
business for you. 

You get this Merchandiser FREE with your opening order for the PG Assortment 
of KASON BRACKETS and STANDARDS. (Offer is limited to one Merchandiser 


per store.) 
NEW profitable business for you! 
ON YOUR OPENING ORDER: 
YOUR TOTAL COST IS (F.0.B. Brooklyn, N. Y.).... $ 94.83 
RETAIL VALUE OF MERCHANDISE 
WRITE FOR LITERATURE AND PRICE LIST. 





Attractive 
FULL-VIEW 
packaging 








Brackets are Bubble-Mounted on attractive cards; Standards are packed with screws 
in polyethylene sleeves. The fine finishes of this High Quality Hardware are fully 
protected. FULL-VIEW packaging makes self-selection easy . . . stimulates impulse 


buying. 
The PG Assortment features 3 beautiful finishes: Silvertone, Bronzetone and Black in 
a full range of popular sizes. ’ fs | 


KASON HARDWARE CORP’N., 71 Wallabout St., Brooklyn 11, N. Y. 


Circle No. 27 on Coupon, page 66 

















—__—- 


BUILDERS’ 
HARDWARE 
SPECIALTIES 


DOOR CLOSERS 

with ao 5 year guarantee 
CONTINUOUS (PIANO) HINGES 
Full range of sizes in all metals and 
finishes 

DOOR AND CABINET BUTTS 
All sizes, metals and finishes for 
Every Need 








w.c. DO. 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE — HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 


Air-dried QUALITY. LUMBER Kiln-dried 


Circle No. 28 on Coupon, page 66 











SCREEN (FOLDING) HINGES 


For ¥%4", “qe”, 1%, 1Ve” and 144” wood 


g BOOKCASE STANDARD 


Pilaster Adjustable Type. Write for circulars 

SPRING HINGES 

Single and Double Acting for installation with or without 
Hanging Strips 

HALF-SURFACE DOOR BUTTS 

Plain, Ball Bearing and Spring 

DOOR STOPS AND HOLDERS 


A Type For Every Purpose 


Write for Catalog on Business Stationery 


PARKER HARDWARE MFG. CORP. 


Quality Hardware Since 1900 
LUDLOW STREET - Phone WAlker 5-6300 - NEW YORK 2, N’ Y 


Circle No. 29 on Coupon, page 66 
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BOOKS ON 
CONSTRUCTION 
PLANNING and 
DESIGNING 


BLUEPRINT READING. By Dalzell, Mc- 
Kinney and Ritow. A practical book of 
self-instruction on blueprint reading. The 
popular question and answer method is 
utilized and two sets of plans are in- 
cluded. Price $1.75. 


CARPENTRY. By Townsend. A practical 
treatise on simple building construction, 
including framing, roof construction, gen- 
eral carpentry work, exterior and interior 
finish of buildings, building forms and 
working drawings. An outstanding book. 
Price $2.50. 


CYCLOPEDIA OF BUILDING TERMS. 64 
pages of definitions, illustrations, charts 
and tables to assist lumber and building 
material dealers in the operation of their 
business. Manual on Fundamentals of 
light construction and building materials 
for lumber dealers. Excellent presenta- 
tion. Price 50c. 


STANDARD MOULDING BOOK. Fourth 
edition. Over two hundred and fifty 
mouldings shown in actual size perspec- 
tive. Excellent outlines and descriptions. 


Price $1.00. 


STEEL SQUARE. By Townsend. This edi- 
tion follows through the construction of 
a dwelling from start to finish. Index is 
arranged so that the workman can turn 
instantly to the job in which he is inter- 
ested. Price $2.50. 


HOW TO PLAN A HOUSE. By Gilbert 
Townsend and J. R. Dalzell. The building 
tradesman will find this book presents 
all the basic and authoritative informa- 
tion necessary in planning the house. 


Price $6.95. 


Mail This Coupon to: 


| AMERICAN LUMBERMAN, INC. 
| 59 E. MONROE ST., CHICAGO 3, ILL. 


| Enclosed is my check in the amount of $ _. fo 
i the books | have checked below. 
Remittance must accompany order. 


| () Blueprint Reading 
O Carpentry 

! O) Clyclopedia of Building Terms .. 
0) Standard Moulding Book 

| (1) Steel Square 

| () How to Plan a House 




















MODEL HOMES 


(begins on page 38) 





T. Haire, president of N. C. Bennett 
Lumber Co., has contributed wall 
paneling for model homes built by 
contractor customers. 

“In addition, we advertise for each 
of our contractor customers who has 
an exhibit home in the annual Parade 
of Homes.” 

Haire said his firm supplies sales 
aids, 

“We have offered to man _ the 
models, but haven’t been called upon 
as yet,” he said. 

Down in Houston, Tex., the Hubert 
Lumber Co. plans to contribute to the 
1959 Houston Parade of Homes by 
furnishing materials at a sizable dis- 
count to participating builders. 

“Although model homes have not 
been given much prominence in 
Houston by lumbermen, there is 
definitely a trend to greater use of 
this sales technique,” said Monroe K. 
Walter of the Hubert firm. 

Walter wonders whether it is wise 
to fully furnish a model home in a 
small subdivision. “You can only hope 
that a buyer will absorb the $500 or 
so worth of custom-made draperies,” 
he commented. 

It is the custom of the Updike 
Lumber and Coal Co., Omaha, Neb., 
to contribute materials and sales aids 
to the Omaha Home Builders Parade 
of Homes. Materials was also contri- 
buted to a model built at a home show 
last year at the Civic Auditorium. 

“If there is a model home in the 
1959 home show we probably will 
help with that because I’m a director 
of the Builders Exchange, which 
sponsors the home show,” said James 
Moran, assistant general manager at 
Updike. 

The Joyce Lumber Co., a line yard 
with headquarters in Omaha, contri- 
butes plans, specifications, personnel 
and co-op advertising for model 
homes in small towns where the 
company has branches. “Builders in 
smaller towns often have no experi- 
ence in showing homes,” explained 
J. E. Kammath, vice-president of 
Joyce Lumber. 

“Many builders are disappointed 
with model homes, but that is mainly 
due to failure to follow up with 
prospects,” Kammath said. He thinks 





Modernization Model 


In New Orleans, the Southern 
Hardware & Lumber Co. bought 
two old apartment house _ build- 
ings and did a complete remodel- 
ing job. The modernization was 
advertised as part of the New Or- 
leans’ Operation Home Improve- 
ment, with publicity as the work 
progressed. The results were very 
satisfactory, said Earl S. Robin- 
son, Jr., vice-president of the firm. 











Circus Act 


“A model house can become a 
circus if you’re not careful,” warns 
Winston Breeden, executive vice- 
president of Snook-Veith lumber 
company in Cincinnati. 

“I don’t like these high-pressure 
promotions with banners spread 
all around; signs placed every- 
where you look. You're only going 
to confuse buyers, too.” 

Breeden’s firm builds pre-en- 
gineered houses from an owner’s 
or builder’s plans. “With a mod- 
el, we can show the client how the 
house is built; what goes into our 
package. The design can be suited 
to their tastes,” he said. 











that tract builders are using the model 
home technique more every year. 

Another Omaha dealer, L. W. John- 
son of Johnson-Cashway Lumber Co., 
also helps builders with materials for 
model homes and provides sales aids 
and personnel to man them. 

The same policy was voiced by 
Dana C. Bradford, president, Brad- 
ford-Kennedy Co., Omaha. 

“We have supplied personnel to 
man model homes. Often the impor- 
tant things such as kiln-dried lumber 
cannot be seen and must be pointed 
out to visitors,” said Bradford. 

In this regard, the bigger the pro- 
ject the more laxity there is in pro- 
moting the materials in a model home, 
Bradford said. 

Windows and plywoods are the 
most common materials contributed 
for builders’ model homes by the 
Carter-Jones Lumber Co. Akron, 
Ohio, according to Marvin Hutchin- 
son, branch manager. The yard will 
also contribute to the cost of a model 
home promotion. 

In nearby Cuyahoga Falls, Ohio, 
the Falls Lumber Co. has provided a 
“finish package deal” for unfinished 
second floors in model homes. “Or 
we'll furnish paneling for a model,” 
said Dwight Cramer, secretary of 
Falls Lumber. 

“It looks like you can’t sell in large 
volume without a model home, so 
we’re for the idea,” said Cramer. 

Down in Wentzville, Mo., however, 
manager E. C. Baumstark of Wentz- 
ville Lumber Co. is dubious about 
model homes. He said: 

“I know that the idea of selling 
homes through models is increasing 
in this area. It’s getting away from the 
dealer selling to the individual home 
buyer. I think this is bad for the 
dealer. It is hurting him costwise. We 
don’t get the same margin of profit 
when we sell by this method.” 

Baumstark does provide contractor 
customers with sales aids and sales- 
men to man builders’ model homes. 

And down in New Orleans, Saul 
Singer, Singer Lumber, tries to pro- 
mote his specialties such as wood 
kitchen cabinets and wood block 
flooring in model homes wherever he 
can. “It’s a good form of display,” he 
said. 
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Some dealers say: 





“We are Backseat Drivers’ 


A number of dealers interviewed want no part of model 


home promotions. 


Despite the success of model home 
promotion by an increasing number 
of dealers described on the preceding 
pages, many dealers say “hands off”. 

“We will leave that field to the big- 
time operators who have more time 
and money on their hands,” said 
Thomas Downs, president of the 
Downs Lumber Co., Boston. 

“I don’t think you will find many 
small or even average-sized lumber 
dealers bothering with model homes. 
Unless they are plunging into the 
business with both feet, they are ig- 
noring it altogether. So are we.” 

While Downs looks at model home 
promotion from the small dealer’s 
standpoint, some yards who sell to 
large tract builders also tend to ig- 
nore model homes. 

For instance, Alert Lumber Co., 
Los Angeles, sells to tract developers. 
D. K. Cable, vice-president, said that 
Alert has never built a model home 
either on its yard premises or in a 
subdivision. 

“It is not necessary to provide tract 
builders with sales aids, either adver- 
tising or salesmen,” he said. On some 
occasions, however, Alert has con- 
tributed materials for a special model 
home promotion. 

Cable felt that a model home meant 
little in tract salesmenship, although 
he said that more tracts are using 
model home promotions. 

Stewart Harris, vice-president of 
Lounsberry & Harris, a 53-year-old 
lumber firm in Los Angeles, agreed 
with Cable that it is not the custom of 
dealers there to participate in model 
home promotions. 

Harris is vice-president of the Los 
Angeles Retail Lumbermen’s Associa- 


tion and has a good perspective of 
the local situation. He thinks that the 
use of model homes by L. A. build- 
ers reached its peak about a year ago. 

“However, model homes and any- 
thing else which stimulates the sale 
of lumber is good for the dealer and 
always brings results,” he told Amer- 
ican Lumberman. 

Manufacturers are doing a_ very 
good job with model home sales aids, 
Harris said. 

Conflict with builders. In a check of 
more than a dozen of the larger 
yards in Dallas, Tex., none have built 
model homes or have contributed ma- 
terials for such promotions. 

One reason is that practically every 
housing project in Dallas has its own 
model home, built by the contractor 
at his own expense, according to the 
retailers. 

In back of their reluctance to par- 
ticipate in model home promotions, 
the Dallas dealers interviewed agreed 
with Buck Lamm, partner in Grogan- 
Lamm Lumber Co., who said: “If we 
went into the building business, our 
contractor customers would quit us. 
We're in business to sell lumber and 
materials.” 

Curiosity only. Model homes “stir 
up more curiosity than interest in 
buying” in the opinion of Ed Merritt, 
vice-president of Carolina Lumber & 
Supply Co., Atlanta, Ga. 

“We put up a new kind of fence at 
a builder’s model home. We had 
about 50 inquiries about that fence, 
but did not make a single sale on it.” 

Merritt limits his participation in 
model homes to providing product lit- 
erature which carry the firm’s name. 

Another Atlanta dealer, Don Maf- 


‘ 
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fett, manager of Anderson McGriff 
Co., looks upon dealer personnel 
manning model homes of builders as 
“not too ethical.” 

Most real estate people prefer that 
dealer salesmen stay away from 
model homes, Maffett believes. 

However, Maffett cooperates with 
manufacturers to furnish exterior 
signs, which include the name of the 
lumberyard. Also, he arranges for a 
lighted sign for the kitchen. Manu- 
facturers should provide more signs 
for model homes, he said. 

“We've limited our participation in 
model homes to giving a discount on 
materials and helping pay for news- 
paper and show program advertis- 
ing,” Maffett explained. 

This is usually for a model shown 
during National Home Week, he said. 
The builder’s advertising will list the 
name of the dealer who sold the ma- 
terial for the model home. 





Wholesaler is Host 

Lyle Klug, Reserve Lumber Co., 
wholesaler at Cleveland, Ohio was host 
recently to 60 dealers at a district meet- 
ing of the Ohio Association of Retail 
Lumber Dealers. S. M. VanKirk, gen- 
eral manager of the National Build- 
ing Materials Distributors Association, 
talked on wholesaler-retailer relations 
before the record turnout. 


Meeting Date Set 

The Forest Products Research So- 
ciety will hold its 1959 national meet- 
ing in San Francisco, June 29-July 3, 
reports president Jeter Eason. Organ- 
ized in 1947, the society now has 
nearly 4,000 members. 
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NAHB RESEARCH HOUSES: 
Opportunity or Threat to Dealers? 














COMPLETE HOME ABOVE sold for $13,500, including land, shortly after press showings. 
The house has three bedrooms, is 36’8” long and 28’8” wide and has 1,050 square feet 


of living space. 


THE KNOXVILLE HOUSE: 


Trims Costs, Keeps Quality, Shows Sale 
Potential for Hardboards 


Hardboard used structurally for prefabed com- fos wields ie eee aed in 


ponent exterior walls, floor-to-ceiling doors and home building, the NAHB-Masonite 
i i ; : house in Knoxville has 4” component 
a brand-new way to fabricate kitchen cabinets. walle, 4’ wide and & high. The ex- 


* All materials readily available with exception terior is Masonite’s new Sunline sid- 
of Masonite ribbed siding, which is presently dis- ae — pve agg Hare gc gale iit d 


tributed only in the company’s western division. Misty Walnut, a _ factory-finished 
‘ ati ane 144 H ac i 
(Principle features of this house and the South Bend house are board. Insulation is 3 2 Fiberglas with 
described on these pages. But for full details write to the N.A.H.B aluminum vapor barrier attached to 
Research Institute, 1625 L. St., N.W., Washington 6, D.C. for booklets 1x4” and 2x4” framing members. 


on both the Knoxville and South Bend homes. Price: $2 each.) The prefabricated panels, nailed 
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he Research Institute of the National Association of 

Home Builders recently built homes at Knoxville, 

Tenn. and South Bend, Ind. to explore ways to pro- 
vide better housing at low cost. 


The Knoxville project, pictured below, employs materials 
now on the market in a new and different manner. These 
materials are generally those which are available to retail 
lumber and building materials dealers. The unique construc- 


and glued, exceed FHA’s specifica- 
tion for racking strength. In addition 
to saving time in erecting the com- 
ponent walls, there was a saving of 
20’ of 2x4” lumber in every 20’ of 
wall. 

Interior, non-load-bearing walls 
are Masonite Duowall system. The 
panels can be made 1’, 2’, 3’, or 
4’ wide and 8’ high and faced with 
hardboard. Panels are separated by 
steel splines, which fit special hard- 
ware available from Masonite for 
holding shelves, tables, desks and 
picture. 

The system makes possible both a 
saving and a new concept for cabinets 
in the kitchen. Here the cabinets con- 
sist of a wall, which supports wood 
shelves, which in turn support wood 
ends and an extruded track for hard- 
board sliding doors. The system in 
addition to supporting the cabinets 
themselves, holds fixtures for racks 
and shelves for dishes and kitchen 
items. The thin, non-load bearing in- 
terior partitions meant 21 more 
square feet of additional floor space 
over conventional partitions, accord- 
ing to builder Bartling. 

Floor-to-ceiling 8’ doors are used 
throughout on both the Knoxville and 
South Bend research homes. Aside 
from appearance and better ventila- 
tion, a cost saving of $12 per door 
has been realized. Builder Bartling of 
Knoxville feels this technique elim- 
inates a frequent place for cracks to 
develop in plaster or gypsum board. 
The doors were hung on three hinges 
with 142” at the bottom on interior 
doors to permit passage of air. 

In the bathroom, a centrally locat- 
ed tub, with both sides screened by 
translucent material, acts as a room 
divider. A water closet and lavatory 
are situated on each side of the tub. 

The Knoxville house has new 
plastic pipe plumbing and an entirely 
new electrical system on a “wiring 
tree” easily accessible in the kitchen. 
A new electrical resistance hot air 
system heats the home. The roof is 
aluminum, window installations elim- 
inate the customary header. 


DOORS FLOOR TO CEILING cut labor 
cost about $12 per door, eliminate crack- 
ing common at this opening. 


EXTERIOR DOORS are also a full 8’ t 
keep costs down and for improved ap- 
pearance. Windows, left, are also full 
8’ with headers eliminated. 


tion ideas in the Knoxville house thus offer new potential 
for immediate dealer sales. 

On the other hand, the South Bend house emphasizes 
materials now being developed for future use. As pictured 
on page 58, plastic cores actually eliminate lumber studs! 
This house—sponsored by the National Association of Home 
Builders—should give pause to every distributor whose 
present materials would be outmoded by entry of its ideas 
and materials into the residential market. 


Photos Masonite Corp. 


WALL SYSTEM with steel splines will sup- 
port desks, cabinets, large pictures. 


o 


KITCHEN CABINETS were created on this 
job with precut materials. Shelves, ends 
and extruded track for sliding doors are 
all supported by steel splines in com- 
ponent interior wall partition. 


Turn page for detail of exterior wall system 
used in Knoxville research house. .. .» 
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KNOXVILLE HOUSE 
elaine Masonite ‘“Z’’ Type Exterior Wall Panel 


oe ny LEAVE 3’ OF CABLE STICKING ‘ 
ee 1h, gS \. = ovr TOP OF PANEL 
+ JOINTS GLUED WITH 


' EXTERIOR SKIN MASONITE WATERPROOF GLUE 
SUNLINE. SIDING BATTENS AND NAILED 


SN 2°x.4" Fg 24 THICK INSUL- 
FRAMING ne HH , ATION MINIMUM 


| 4 


& N\ comex \\ | ; 
CABLE 


| 
} 
| 


























ee ~ Apne 


A d 7%," VAPOR BARRIER 

INTERIOR. SKIN Hat 1 V% 

(SEE NOTE) INTERIOR SKINS 
GLUED 


/ W/ NOTE - Panels Required 


19 = lk" wide panels (ire 10 with Romex Cable.) 
Interior Skins - 1/);" nonegrooved Misty Walnut 


























6 = k* wide panels 
Interior Skins - 1/1" Temp. Duolux Peg-Board 








i = 2" wide panels 
Interior Skins - 1/l" non-grooved Misty walnut 4 











2 = 2' wide panels 
Interior Skins - 1/1" Temp. Duolux Peg-Board 


Pxterior Skins of all 3] panels to be 
Masonite Sunline Siding - Rattens lL" o.c. 


























\, it’s easy to prepare effective advertisements 
with ADservice mats 
Simplify the job of preparing your ad- =e ADservice makes it easy to prepare effective 


vertising with easy-to-use A Dservice ad lumber dealer ads. 
mete, Anyone can turn out advertion- e ADservice will cut the time it takes you to 


ments that bring in business, quickly : 
and easily with amazingly low-cost prepare an advertisement. 


ADservice ad mats. ¢ ADservice makes it simple to prepare any 
ADservice offers you persuasive copy, size ad. 

top-quality illustrations and attractive ¢ ADservice offers you hundreds of top-quality 

layouts custom-designed by profession- illustrations for your ads. 

er Se ae ¢ ADservice supplies professional layouts for 


vertising. . 
Used for years by hundreds of the your advertisements. 


best-known, most profitable lumber- ¢ ADservice gives you fresh copy for ads that 
yards because — is convincing and action-provoking. 


For complete details write today for FREE 
ADservice catalog. Available only from — 


AMERICAN LUMBERMAN 


S59EASTMONROESTREET * CHICAGO3, ILLINOIS 
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Order now! 
Sell for Spring Building! 


New plastic-coated, heat-sealed package 


RS in Georgia-Pacific, Dey 9, Equitable Bldg. , Portland, Ore. 
h . a 

Pretents it Sens At yard: eee ee Please send me complete information and nearest source 
Builders can take delivery early, be ready for new Factory-Sealed Redwood Bevel Siding. 


to take advantage of good weather. New Name 
package cuts handling time, prevents ee 


damage and marring loss. 
II ig icldsnctivntiesacbarpsnieebaetenateonsionanaiat 


nn Se 
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NEW COUNTER DISPLAY 
TO HELP YOU SELL 


‘SAFE-BOND 
CONTACT CEMENT 


NATIONAL ADVERTISING SUPPORT FREE PROMOTIONAL 

Freely use and 4 

these three pieces {6 
stimulate interest in 
Formica Safe-Bond. 
The colorful window 


The many uses and advantages of Formica Safe-Bond are 

brought to the attention of prospects through a dynamic ad- 
vertising campaign in 
trade publications. The 
ads will bring old and 
new customers through streamer will attract 
your front door. National : your customers, and 
publicity on Safe-Bond ; the folder and how-to- 
will also be breaking in use leaflet will also 
trade publications read by ; help sell them. 
your customers. 
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NEW BKORMICA’ SAFE-BOND’ 


CONTACT CEMENT 


@ Formica Safe-Bond has such strong selling points it prac- 
tically sells itself. Look: 


@ Non-fiammable, non-hazardous, no objectionable odor. 
Ideal for on-the-job applications. 


@ Sate-Bond spreads faster . . . can be rolled, brushed or 
sprayed on. One gallon covers 300 - 320 square feet — 
enough to apply 150 - 160 square feet of Formica lami- 
nated plastic. 

@ Shows when it is ready for bonding. Color of cement 
changes from milky white to clear tan. 


This new water-base contact cement is one of the 
outstanding developments of the adhesive industry. 


It bonds Formica decorative laminates, plywood, dry 
wall, Formica Flakeboard, hardboard, wood veneers 
and other materials. 


Users of this adhesive can make installations easier, 
at lower costs, and work in complete safety. It's ready 
to use right out of the can, cleans up with detergent 
and soft water, and spreads twice as far as ordinary 
contact cements. 


Formica Safe-Bond is so versatile, and has so many 
advantages over ordinary contact cements, your cus- 
tomers will re-order again and again. 

Order from your Formica distributor today. Fabri- 
cators, Carpenters, Contractors and Home Craftsmen 
are prime customers for Safe-Bond. 


PROFITABLE REPEAT SALES 


ORMICA’ SAFE-BOND 
CONTACT CEMENT 


Now, A Complete Line of Formica Glues . . . 


For all fabricating and woodworking purposes. These 
include, besides Safe-Bond . .. FAST DRY CONTACT 
%. BOND, URAC-185, CONTACT BOND, and UREA. 


* Trade-Mark 


ORMICA® 


Laminated Plastic 


Yes, send me a free Formica Safe-Bond Counter Display 





a 


NAME OF FIRM 





ADDRESS 





CITY 





MY FORMICA DISTRIBUTOR IS 





Please address coupon to: Formica Corporation, 4636 Spring Grove Avenue, 
Cincinnati 32, Ohio 


on ee ee i ee ee 


FS-2047 
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NAHB RESEARCH 
HOUSES 


(begins on page 52) 








COMPLETED HOME is 36’ x 
32’ wth a total living space 
of 1,200 square feet. Un- 
usual carport, left, has a 
roof of plastic coating de- 


veloped by Koppers Co. 


THE SOUTH BEND HOUSE: 
Wall Components With Plastic Cores 


Photos Koppers Co. 


NO STUDS AND FRAMING are required with these new stress skin panels with 
a foamed plastic core, which combines structural and insulation qualities. Both 
interior and exterior finishes are molded to the polystyrene core. 


Load-bearing, foam-core panels exceed strength of conventional 
studding, permits use of any facing material or finish. Requires only 35 
man-hours to erect six-room house. 


After years of research the plastics 
industry has finally zeroed-in on a 
prime target in home-building—the 
structure of the house itself. Koppers 
Co., Inc., Pittsburgh, has developed 
modular panels featuring both inter- 
ior and exterior finishes molded to a 
foamed polystyrene core, which pro- 
vides both strength and insulation. 

This new concept in home building 
is being demonstrated this month at 
the convention of the National Asso- 
ciation of Home Builders in Chicago. 
Special buses will also take visitors 
to South Bend, Ind., where this re- 
search house was erected last fall. 

Structural strength of the panels 
is remarkable. In the house at South 
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Bend, the exterior wall panels and 
certain of the interior panels were de- 
signed to be load bearing. Under FHA 
specifications, a conventional studd- 
ing wall must bear a load of 500 lbs. 
/lineal foot. Compared to this, foam 
core panels were demonstrated in 
many tests to bear loads in excess of 
4,000 Ibs./ lineal foot. 

From the standpoint of insulation, 
the foam-core panels offer a closed 
cell type of insulation that will not 
sag or pack with the passing of time. 
Previous use of the core has been 
widespread in refrigerators, freezers 
and ice buckets. 

Distribution is still being developed, 
but Koppers officials have stated that 


“we have confidence that homes us- 
ing the new panels will be available 
in the near future. Prices, on a com- 
pletely erected basis, will be competi- 
tive with, or lower than the prices 
of similar conventional construction.” 

Fabricating a panel. Producing a 
panel is relatively simple, say the 
Koppers people. 

A form is used and the interior 
and exterior facing materials are 
placed on either side inside of the 
form. The expandible polystyrene 
called by Koppers “Dylite” is then 
sifted into the void. A catalyst next 
is poured in creating a chemical ac- 
tion making the Dylite rigid and 
bonding it to the facing materials. 
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Virtually any decorative skin or 
facing material may be molded to 
the core. In the South Bend house, 
the exterior siding was Simpson red- 
wood and plywood under certain 
window panels. On the interior a 
variety of materials were specified, 
including plywood, hardboard, gyp- 
sum board and a new, reconstituted 
brick veneer. 

Roof panels also used plastic cores. 
Largest of the panels were 4’x18’ 
and 4” thick. Yet each panel only 
weighed 190 Ibs. and was readily 
handled by two men. The panels 
were faced on the exterior with ply- 
wood and on the interior with Crez- 
on-faced Douglas fir plywood. 

Unlimited house designs. Although 
not new, the concept of house de- 
sign on the basis of modules should 
be encouraged by the new panels. 
They permit unlimited variation in 
design but retain the economies of 
component panels. Further, builders 
are offered faster erection time, 
which means a quick turnover at 
known costs—long a goal sought by 
the building industry. 

House nearly square. The house 
itself is nearly square with outside 
dimensions being 36’ 8”x32’ 8”, for 
a total area of 1,200 square feet. It 


has three bedrooms, living room, 
family room, kitchen and one bath. 

The research home is one story, 
slab on grade, of contemporary de- 
sign with a new type of combined 
outdoor storage area and car shelter. 
The plan includes an expansion space 
(that can be converted into a room) 
between the kitchen and _ carport. 
This area has a roof and floor, but 
is open on two sides so that the buy- 
er later can make a 150 square foot 
room. 

The bath is located to provide a 


handy “mud room” type washing up 
area for children coming in from the 
outdoors without tracking up the rest 
of the house. 

One of the sales features of the 
house is the large amount of closet 
storage area—32 lineal feet 2’ deep 
and 8’ high. This does not include 
under counter storage and wall cabi- 
net storage in the kitchen. 

The house was designed by the 
NAHB Research Institute with Her- 
man York serving as consulting ar- 
chitect. 


























FLOOR PLAN including family room and living 
room side-by-sde. King-sized breezeway can be 
converted into an additional room at a later date. 


January 5, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


COMPLETE EXTERIOR was erected by five men 
between 8:45 a.m. and noon. Wall, roof and 
ifterior load bearing walls and beams and all 
curtain walls, required only 35 man-hours of time. 


STRESS SKIN ROOF PANELS are supported by the 
exterior walls and two parallel beams spaced 8’ 
apart at the center of the house. The largest roof 
panels were 4’ x 18’ and 4” thick yet weighed 
only 190 pounds. 


ROOF PANELS tie the house together, provide 
necessary bracing strength for exterior walls. 
Aluminum roofing goes right over the installed 
panels. 
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new PRODUCTS 


Specifications and market data for products you can sell. 


Residential Door Canopy 

Made of aluminum, a new residential 
door canopy has a front drip-flange to 
carry water off to the sides of the door- 
way. Called the Alumin-Air, it is of- 
fered in four baked-enamel colors: green, 
blue, tile red and white. It is also avail- 
able unpainted. The canopy comes in 
two widths—48” and 54”. It has a 
projection of 30” and a depth of 6”. 

The canopy is packed kd. Complete 
installation instructions, mounting screws, 
stainless steel bolts, nuts and washers are 
furnished. 

Market data. List price of the 48” 
width Alumin-Air door canopy, painted, 
is $21.40; unpainted, $17.80. The 54” 
width canopy has a list price of $22.90, 
painted; unpainted, $19.10. Offering a 
dealer discount of 40%, the canopies are 
available from 2,000 building supply or 
hardware distributors. The minimum 
dollar investment for a dealer is the 
cost of a single display canopy, maker 
says. Sales aids include catalog and lit- 
erature. Leigh Building Products, Div. 
of Air Control Products, Inc., Dept. 
AL, Coopersville, Mich. 
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Built-in Food-Warming Plate 


Dealers in attendance at the NAHB 
show in Chicago, Jan. 18-22, will see 
this new self-rimming stainless _ steel 
food-warming plate insert for counter- 
tops (top photo) and a hard maple cut- 
ting board (above), which fits into a 
firm position on top of it. Besides act- 
ing as a resting spot for hot pans taken 
directly out of the oven or from the 
stove top, the warming plate has a 
built-in heating element to keep the pots 
and food content warm for serving. Its 
hardwood cutting board accessory also 
offers the homemaker a convenient food 
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preparation spot that prevents cuts and 
scratches in the counter. 

Market data. Suggested retail price of 
the food-warming plate and cutting 
board insert is approximately $39.95, 
with a dealer discount of 334%. Pri- 
marily an item for contractor sale, the 
new unit will be available nationally in 
February through appliance and kitchen 
distributors. Dealer sales aids include 
consumer pieces and catalogs. Coopera- 
tive advertising allowances are also avail- 
able to dealers. Lyon Stainless Products, 
Div. of Lyon, Inc., Dept. AL, 13881 W. 
Chicago Blvd., Detroit 28. 
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Storm Door in 17 Colors 


An aluminum combination storm door 
available in 17 decorator colors is an- 
nounced by B & G Mfg. Co., producers 
of Storm Wizard all-aluminum combi- 
nation storm doors, windows and screens. 
The new door is all-extruded aluminum, 
non-rusting, with a baked on Duco 
enamel that is said to seal in all colors 
permanently under any weather condi- 
tions. All models of Storm Wizard 
doors may be ordered in any of several 
shades, including blues, pinks, greens, 
aquas, reds, oranges, other color varia- 
tions. 

Market data. Available now through 
building products distributors, the door 
is packaged individually in paper and 
then in cardboard cartons to protect the 
paint. Suggested retail price is $49.95- 
$89.95, depending upon the type of 
door. Cooperative advertising allow- 
ances are available to dealers. Sales aids 
include ad mats and literature. The 
B & G Mfg. Co., Dept. AL, 6905 Sus- 
quehanna St., Pittsburgh 8. 
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Plastic Drawer Slide 


A_side-suspension type of plastic 
drawer slide molded from Marlex high- 
density polyethylene is said to elimi- 
nate sticking and noise. Cutaway view 
(above) of plastic drawer in case shows 
method of operation of the new Prolon 
plastic slide. Extended lip of drawer 
rides firmly between upper and lower 
ledges of the one-piece Marlex slide. 
Stop-button on rear of drawer (not 
shown) meets groove in upper ledge of 
slide to stop drawer as it is pulled for- 
ward. The new slides are suitable for 
use with Prolon plastic drawers or with 
standard wooden and homemade draw- 
ers if a strip or lip is applied at the 
drawer top, maker says. 

Market data. Prolon slides are de- 
signed to retail at approximately $1.08 
a pair and may be purchased as units 
or with Prolon molded drawers. Prolon 
Plastics Div., Pro-Phy-Lac-Tic Brush 
Co., Dept. AL, Florence, Mass. 

Circle No. 204 on Coupon, page 66 


Cabinet with Poison Lock Box 


Dealers will see this attractive, flu- 
orescent-lighted medicine cabinet with 
built-in poison lock box for the first 
time at the F. H. Lawson Co. booth dur- 
ing the NAHB show in Chicago, Jan. 
18-22. In addition to its distinguishing 
feature, a poison lock box, it also has 
a quiet Glide-Lok combination door stop 
and catch, stainless steel mirror frame 
with square corners and drawn seamless 
steel body, bonderized after forming. 

The cabinet is available with a 
16” x 26” mirror in either window or 
plate glass and it has a storage capacity 
of 1401 cubic inches. Its required wall 
opening is 14” x 2434” x 314”. The poison 
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lock box, 1342” x 44%” x 3%” deep, 
stores razor blades, medicines and other 
drug products dangerous to small chil- 
dren. : 

Market data. List price of the new 
cabinet ranges from $22-$56. The F. H. 
Lawson Co., Dept. AL, Evans & Whate- 
ley, Cincinnati 4, Ohio. 
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Handy Mixing Tool 


A new concrete mixing tool is de- 
signed to scoop-roll the mix easily when 
used in a wheelbarrow in a vertica) po- 
sition. Turned around, the tool may be 
used to refine the mix. It is said to be 
especially useful in refining cement plas- 
ter mixes. When used in conjunction 


with a mixer machine, it is ideal for re- 
freshing the mix. 

A useful tool for the homeowner or 
builder in erecting steps, putting in 
walks or building a fireplace, the mixer xis 
is 12” x 7%” x %” thick. It has a five- 
foot hickory handle. 

Market data. Designed to retail for 
less than a mortar hoe, the new mixing 
tool weighs less than four pounds. 


Patrie G. Chavez, Dept. AL, P. O. Box 
1269, San Fernando, Calif. 
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Shower Curtain Rod 


Called Tub-O-Rod, a new shower cur- 
tain rod is announced by Mirro-Chrome 
Co. Made of heavy anodized aluminum, 
the rod will not chip, peel or crack, 
says maker. It is available in 5’ and 
5’6” lengths and is easy to install. Show- 
er curtain hooks are a permanent part 
of the rod and cannot be lost. 

Market data. Packaged in individual 
tubes, Tub-O-Rod is available from dis- 
tributors or direct from maker. It has 
a suggested retail price of $3.49; the re- 
tail markup on cost is 40%. Minimum 
dollar investment for a dealer is $25.20, 
says maker. Sales aids include point-of- 
purchase display and literature. Mirro- 
Chrome Co., Inc., Dept. AL, P. O. Box 
No. 203, Valley Stream, L. 1, N. Y. 
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The new custom-finished 





BRENTWOOD* PATTERN 
in Nova Shake-Panels 


The Brentwood Pattern produces a fresh, striking exterior no other 
shake can offer. This entirely new shake finish comes only on Nova 
Shake-Panel, 16%” x 46%”. The smooth Cedar texture is striated at 
random intervals with heavy, tapering V-grooves. The ends of the 
panel are V-grooved to form invisible joints and present an unbroken 
pattern across the building. 


This custom-finished panel surpris- 
ingly has the same low price as regular 
Nova Shake-Panels. And all the 
construction features of Nova Shake- The regular Nova Shake-Panel 
Panels are there. The highest-grade has a grade of Shakes all its 
Cedar Shakes are electronically glued own—#1 pecaganaes A potyease- 
and pressed onto a standard wood-fiber pape a yer phe wo 
backer. The waterproof glue is not house-paint job. In addition, 
used in spots, but on almost the entire 


this top-quality panel offers the 
surface to be adhered. Wide shiplaps choice of conventional nailing 
give a positive joint. 


PPR DE 





For the best in Shake finishes 
...Nova Shake-Panel 





Pulls in Polished Chrome 


or application with the Panel- 
clip, with or without sheathing 


i: ALS PRN SPICE TT RT 


New floating ring and square concave 
cabinet pulls in polished chrome are an- 
nounced by Stanley Hardware div. The 
designs were first introduced in satin 
copper. Made of pressure-cast alloy, there 
are three knob and two pull styles. 
Each type is packaged 10 to a box, all 
screws included. 

Market data. A display board showing 
all styles is available to dealers. Retail 
prices range from 65¢ to 95¢ each. 
Stanley Hardware, div. of The Stanley 
Works, Dept. AL, 195 Lake St., New 
Britain, Conn. 
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NOVASALES 


A wholly owned subsidiary of 
Homasote Company NAME 


In Canada: Homasote of Canada, 


The Brentwood-Pattern Panel is nailed 
conventionally over sheathing, with the 
application economies of fast coverage. 
For full data, use the coupon. 

*Pat. Pending 


0 Nova Shakes 


* Trenton 3, N. J. 


ADDRESS 





Ltd.,224 Merton St., Toronto 12, Ont. CITY 





This is the only shake-panel 
that can be used without face- 
nailing. Use the coupon for 
full data 


Send the literature and/or specification data checked: 
) Nova Shake-Panel 


) Novafold Doors 
O Nova Cedar Closet Lining 


© Nova Brentwood Pattern Shake-Panel 


STATE 
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Tool Chest & Parts Cabinet 


Akro-Mils, Inc., announces an entirely 
new cabinet, which provides combina- 
tion storage for tools and small parts. 
For small-parts storage, plastic drawers 
are provided, which may be subdivided 
into three compartments each. Seamless 
steel drawers are provided for tool stor- 
age for such items as electric drills, 
drill bits, gauges, calipers, drum sanders 
and hand tools. Drawer front label slots 
provide easy indexing of contents. 

The frame is made of steel and welded 
into a sturdy unit, which will stand on 
any level surface or may be hung against 
the wall. The new cabinets are especially 
designed for use in home workshops, 
stores and offices. 

Market data. The combination tool 
chest and parts cabinet is available in 
five models, which have from 14 to 92 
drawers. Available from the hardware 
jobber, the cabinets have a retail price 
range of approximately $14-$59. Dealer 
sales’ aids include ad mats, point-of-sale 
signs, catalog pages, photographs. Akro- 
Mils, Inc., Dept. AL, 820 East Market 
St., Akron 9, Ohio. 
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Three New Flicker Colors 


Consoweld Corp. announces three 
new colors in its popular Flicker pat- 
tern of Consoweld laminated plastics. 
The bright golden flecks of the pattern 
now have new brilliance against new 
solid pastel background colors of aqua, 
pink and primrose. They are available 
in three forms: Consoweld 6, the con- 
ventional 1/16” thick laminated plastic, 
long used for quality counter and dinette 
table tops; Consoweld Edge Trim, 12’ 
long strips of flexible Consoweld used 
for self-edging on 1%” thick exposed 
edges; and Consoweld Postforming, the 
material designed to be formed into one- 
piece counter tops which curve grace- 


fully up into the backsplash and down 
over the counter’s front edge. 

The new Flicker colors and other items 
in the Consoweld line are manufactured 
in a variety of sizes. 

Market data. You can sell these three 
new members of the Flicker family at 
a suggested retail price of 69¢ per 
square foot, which includes a 33-1/3% 
retail markup on your cost, maker says. 
All Consoweld products are available 
nationally through lumber, building 
supply and flooring wholesalers. 

Sales aids include advertising and en- 
velope stuffers, which will be available 
soon. Consoweld Corp., Dept. AL, Wis- 
consin Rapids, Wis. 
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Break-Back Form Tie 


Named the PlastiCone, a new tie is 
designed to produce a positive break-off 
1” or 1%” back from the surface of the 
finish concrete. The new form tie incor- 
porates a molded polyethylene cone, 
which is inserted in each end of the 
form tie. It envelopes the tie from the 
point of break-off, out to the surface of 
the wall, thus preventing excess bleed 
at the tie-slot, says maker. The Plasti- 
Cone can be removed, with practically 
no spalling, immediately after stripping 
the forms, it is said. This means filling 
and grouting can be accomplished on 
“green” concrete. 

The cones need not be oiled or spe- 
cially treated, since concrete cannot ad- 
here to the glass-smooth surface. The 
metal portion of the tie is fully galvan- 
ized and designed to meet rigid speci- 
fications for finish work. 

Market data. Suggested retail price of 
the new form tie varies, depending on 
locality, says maker. Available in con- 
venient cartons of 25 and 100 from 
building specialties distributors, Plasti- 
Cone is primarily an item for contrac- 
tor sale. Dealer sales aids include na- 
tional advertising and literature. Gates 
& Sons, Inc., Dept. AL, 80 S. Galapago 
St., Denver 23, Colo. 
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Crestline Removable Window 


A newly designed double-hung win- 
dow unit announced by Silcrest Co. 
has spring balances for each sash in the 
right jamb. The balances are easily dis- 
engaged to remove the window for 
cleaning or painting indoors. The com- 
pany’s patented Alumaflex weatherstrip 
on the left jamb, maker says, not only 
helps to keep out dust and draft but 
permits instant removal of the sash. 
The flexible aluminum alloy “wings” 
automatically compensate for dimen- 
sional changes in wood members, it is 
said. The new unit is available in five 
styles: 2, 4, 12 and 16-lite and diamond- 
lite. Sash balances consist of heavy ny- 
lon cable and flocked helical springs. 
Clips at the ends of the cable engage 
jamp projections automatically when the 
sash is inserted. The new unit is avail- 
able in six widths and six heights; pic- 
ture window units are available in 12 
sizes. 

Market data. The Crestline double- 
hung window is offered to dealers either 
completely set up and assembled or kd 
direct from Silcrest Co. The retail mark- 
up on cost is 25%-45%, depending on the 
type of sale. Minimum dollar invest- 
ment for the Silcrest dealer is $5,000- 
$10,000, depending on how many of the 
maker’s products the dealer stocks. 
Sales aids include display stand, bro- 
chures, stuffers, slide presentation and 
ad mats. The Silcrest Co., Dept. AL, 
Wausau, Wis. 
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Be 
rd 


Ceramic Tile Adhesive 

Actual installations showing typical 
uses of a wide variety of new adhesives 
and sealers for home building applica- 
tions will be shown by 3M’s Adhesives, 
Coatings and Sealers div. at the NAHB 
show in Chicago, Jan. 18-22. Two of 
the highlights of the 3M display will be 
new ceramic tile adhesives designated 
as CTA-50 and CTA-20 and a new se- 
ries of polysulphide rubber base seal- 
ers called Weatherban Brand Building 
sealers. 

Both ceramic tile adhesives CTA-50 
and CTA-20 are designed for installing 
ceramic tile over gypsum wallboard, fin- 
ish coat plaster, painted plaster, concrete 


or almost any sound smooth surface. 
The new 3M ceramic tile adhesive CTA- 
50 is applied to the wall and bonding 
surface of the ceramic tile as shown in 
photograph (left). The tile is then set in 
place. The water-resistant bond pro- 
duced is said to provide strength in ex- 
cess of 3,000 pounds per tile. 

Market data. Primarily an item for 
contractor sale, the ceramic tile adhesive 
is available in cans from distributors 
or direct from the manufacturer. Litera- 
ture on the product is available to deal- 
ers. Adhesives, Coatings & Sealers Div., 
Minnesota Mining & Manufacturing Co., 
Dept. AL, 900 Bush Ave., St. Paul 6. 
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Platform for Runged Ladders 


Called Ladderest, a sturdy working 
platform for all runged ladders is made 
of strong steel rods. It can be used on 
any runged ladder, aluminum or wood, 
says maker. Ladderest hangs to the 
back of the ladder on two rungs, there- 
by distributing the worker’s weight on 
two rungs and does not interfere with 
climbing or descending the ladder. It is 
ideal for painting, gutter cleaning, storm 
window work and other uses where a 
ladder is used. Too, any number can be 
used on same ladder. Easy to store. it 
folds into small compact unit. 

Market data. Available direct from the 
maker, Ladderest is an item for both 
consumer and contractor sale. Its sug- 
gested retail price is $3 each. Packed 
one to a carton, shipping weight is 34 
pounds. Rockford Fastener Co., Dept. 
AL, 108 Lawn Place, Rockford, III. 
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Hand Level 


A new Speed-A-Liner hand level is an 
ideal pocket companion for masons, con- 
tractors, farmers, plumbers and do-it- 
yourself homeowners. The level is de- 
signed for preliminary surveys, for check- 
ing drainage tiles, laying out fences, 
walls, other jobs. It also makes an ex- 
cellent mason’s type contact and sighting 
level. Made of impact-resistant aluminum, 


it has an unusually wide field of view. 
Machine registered reference lines and 
interior-mounted level vial contribute to 
the instrument's accuracy. Its flat, straight 
platform surface sits firmly without 
danger of rolling. The level is also fitted 
with a convenient spring-tensioned pock- 
et clip. 

Market data. Now available, the new 
Berger Speed-A-Liner hand level retails 
for $3.85, f.0.b. factory. It is an item 
for both contractor and consumer sale. 
C. L. Berger & Sons, Inc., Dept. AL, 37 
Williams St., Boston 19, Mass. 
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New Mortise Lock Trim 


Attractive new trim combinations 
identical to the IntegraLock are now 
available for both standard and heavy- 
duty Mortise Lock lines, announces 
Sargent & Co. The screwless sectional 
trim conforms to current architectural 
lines and allows for combining Mortise 
Locks with IntegraLocks on the same 
installation and may also be combined 
with the maker’s new MagnaLock trim 
when that line is available in early 1959. 

The two-tone Garfield (G2B) design 
illustrated with a 7745 lockset (above) 
is one of eight Sargent IntegraLock trim 
designs now available in Mortise Lock 
trim allowing the integrated use of Mor- 
tise Locks and IntegraLocks on the same 
installation. 

Market data. Suggested retail price of 
the new Mortise Lock trim varies with 
application since it is a contract item 
only. It is available to dealers through 
the contract hardware distributor. Sar- 
gent & Co., Dept. AL, New Haven 9, 
Conn. 
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A Two-Speed Angle-Buffer 


The new Arco Two-Speed Angle- 
Buffer converts any electric drill into a 
right angle buffer and sander for use at 
% or double drill speeds, maker an- 
nounces. Angle drive and flexible rub- 
ber head permit use at any angle on flat, 
curved or irregular objects. Half drill 
speed prevents burning when buffing; 
double drill speed affords smoothest 
finishes when sanding. Includes 5” flex- 
ible molded rubber head with adapter, 
5%” lamb’s-wool polisher and six as- 
sorted grit sanding discs. 

Market data. The No. 333 Angle- 
Buffer is packaged in a two-color dis- 
play box with instructions and guaran- 
tee. It retails at $6.50. Literature and 
trade discounts are available from the 
maker. Arrow Metal Products Co., Dept. 
AL, 421 W. 203rd St., New York 34. 
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Low-Cost Push Bars & Pulls 

A new series of low-cost aluminum 
push bars and pulls for wood and 
metal doors is available. Solid aluminum 
38” x 4” x %” bars combine with end 
brackets for doors up to 42” wide. Bars 
can be cut to desired length on the job; 
clearance under bars is 4”. As a de luxe 
assembly with push bars on both sides 
of door, the door pull is attached to the 
push bar with set screws. As an economy 
set with push bars on the inside and a 
pull only on the outside, through bolts 
are enclosed for securing the pull directly 
to the push bars. 

Market data. List prices are: pair of 
push bars, $9.90; pulls, $2.86 each; de 
luxe set of two pair push bars and one 
pull with through bolts, $22.66. Push 
bars are packed two to a carton with 
fittings. Push bar and pull sets include 
additional pull and fittings. Pulls alone 
are individually boxed and packed six to 
a carton. Ideal Brass Works, Inc., Dept. 
AL, 250 E. Sth St., St. Paul 1, Minn. 
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Nine-Inch Painting Tool 


To be marketed under the firm’s top 
quality Gold Stripe label, a new nine- 
inch super roller is of lightweight, all- 
steel construction with a “squirrel cage” 
type core, compléetely open for easy 
cleaning and quick color change. Shielded 
hard steel bearings (80,000 pounds ten- 
sile strength) held in perfect alignment 
provide smooth rolling and prevent 
paint discoloration, maker says. End caps 
are flush on the assembly to eliminate 
drips and runs and covers slide freely on 
four tension adjustable wires of the 
“squirrel cage” construction. 


The Gold Stripe roller also has a 
threaded handle for use with an exten- 


sion pole for painting hard-to-reach 
spots, floors, ceilings, etc. Covers come 
in a complete range of materials suit- 
able for every type finish. 

Market data. List price of the P-99 
frame only, no cover, is $1.49; the dealer 
cost is 89¢. A heavy-duty seamless full 
quart tray, P-92, has a list price of 
$1.29; the dealer cost is 77¢ each. The 
P-91-W virgin wool cover only is listed 
at $1.49; the dealer cost is 89¢ each. 
Covers are also available in other fab- 
rics, including Dynel-nylon and mohair. 
Primarily items for contractor sale, the 
new Gold Stripe rollers and trays are 
available nationally. Pittsburgh Plate 
Glass Co., Dept. AL, 632 Fort Du- 
quesne Blvd., Pittsburgh 22. 

Circle No. 217 on Coupon, page 66 
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new SALES AIDS 


A 70-Piece Model Home Kit 


Potential buyers (pictured above) are 
shown inspecting a model home with 
new Crawford Stylist flush garage door 
and units featured in a new merchan- 
dising kit in foreground. The 70-piece 
sales promotion kit is a basic package 
designed for the specific purpose of help- 
ing the dealer and his sales people to get 
more traffic through model homes and 
do more selling per visitor. The new 
kit includes: outdoor display sign, out- 
door directional arrows, outdoor-indoor 
cutout footprints, general news releases 
for use in the local paper, ad mats, news 
photos with captions, Crawford Door 
feature arrows and signs, Delco-Matic 
Garage Door Operator signs and litera- 
ture. Crawford Door Co., Dept. AL, 
20263 Hoover Road, Detroit 5, Mich. 

Circle No. 220 on Coupon, page 66 


A Red Carpet for You 


To say welcome to your Caloric cus- 
tomers, a carpet made of red kraft paper 
is designed to protect your floor and 
carpeting as well as lead customers to 
the Caloric color-coordinated kitchen in 
a model home or to the traffic-stopping 
display on your showroom floor. Here 


the built-in oven and top burner are in 
one compact unit and your customer 
can see how a Caloric gas range will 
look installed right in her kitchen. Too, 
the display and 150’ of red carpet are 
yours when you become a certified Ca- 
loric Lu-Re-Co dealer. Caloric Appliance 
Corp., Dept. AL, Topton, Penna. 
Circle No. 221 on Coupon, page 66 


Counter Card with Eye Appeal 


Amerock’s attractive eye-appeal girl, 
widely seen in the company’s national 
advertising, is featured on a free easel 
card now available for dealers using 
Amerock cabinet hardware in model 
homes. The sturdily constructed yellow- 
and-black paperboard display is designed 
to sit on counters and is prepunched for 
hanging. Amerock Corp., Dept. AL, 
Rockford, Ill. 

Circle No. 222 on Coupon, poge 66 


Kwikset Lockset Kit 


A new merchandising kit now avail- 
able includes many elements to help 
dealers in merchandising Kwikset lock- 
sets used in model homes. Each kit 
includes a colorful, handsome easel back 
display card, stating “The Key to a 
Happy Home is the Key to a Kwikset 
Lock.” A large die-cut key makes this 
same point and has space for the name 
of the dealer. Another die-cut Kwikset 
key can be used to point to a model 
home and four additional small keys 
can be affixed to doors in a model 
home to point out specific lock features. 
All die-cut keys have adhesive strips on 
the back for easy application. 

A pocket-size, sales tips card for sales 
people is included in each kit, along 
with an instruction sheet describing all 
kit components and their use. Each kit 
also contains a sample of the Kwikset 
“Welcome to Your New Home” folder 
with envelope attached for the new home- 
owner’s keys. A sample of a descriptive 
folder on Kwikset locksets, which may 
be ordered in quantity for distribution 
at the opening of model homes, is also 
enclosed. Kwikset Div., The American 
Hardware Corp., Dept. AL, Anaheim, 
Calif. 


Circle No. 224 on Coupon, page 66 





Roof Vent Flashing Display 


Designed to exhibit a Carlton Mono- 
Flash Type “B” Flashing (for roof slopes 
of 3-12, 4-12, 5-12 and 6-12), a color- 
ful red, white and black counter/floor 
display features a length of black card- 
board tubing to simulate a conventional 


64 


three-inch vent pipe. Line drawings are 
used to illustrate the ease and simplicity 
of a complete Mono-Flash installation, 
which can be accomplished by one man 
in five minutes or less, says maker. 
Prepackaged in a _ sturdy shipping 
carton, each display includes quick- -as- 
sembly instructions. The Type “B” flash- 
ing, which is not supplied in the display 
kit, is easily installed after display ‘as 
been assembled. The display will be sup- 
plied, without charge, to dealers pla: sing 
initial flashing orders for a specific rnin- 
imum quantity. Mono-Flash Div., Car- 
rollton Mfg. Co., Dept. AL, 157 North 
High St., Carrollton, Ohio. 
Circle No. 223 on Coupon, page 66 


Handi-Calk with Stop-Flo 


New self-serve display racks put 
Handi-calk with Stop-Flo out on the 
counter where it can be seen and sold. 
Included in the dealer display package 
is a supply of consumer Home Calk 
Check Lists, colorful folders giving the 
homeowner the how, where and why to 
calk and a striking two-color Handi-calk 


with Stop-Flo window banner. All the 
literature ties in with the new color and 
design of the complete line of the Handi- 
Family products introduced by Gibson- 
Homans Co. The manufacturer’s new 
modern design label is a bright orange 
and blue. The Gibson-Homans Co., 
Dept. AL, 2366 Woodhill Road, Cleve- 
land 6. 
Circle No. 225 on Coupon, page 66 
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Loading Ramp 


An automatic, truck-activated loading 
ramp for existing docks and docks under 
construction fits into a compact pit, 
only 17%” deep and 7’ wide. Available 
in three lengths, 6’, 8’ and 10’, the 
recessed models fit flush with dock and 
the free standing units fit in front of 
dock. It has positive support for 20,000 
pounds of axle load in any direction, 
maker says. The loading ramp is acti- 
vated when a truck backs against the 
rugged steel push arms of the elevator 
frame, located out in front of the ramp. 
This causes the elevating mechanism to 
raise the ramp to its fullest height, 16” 
above dock level, where it stops momen- 
tarily. Prices for complete, ready-to-in- 
stall units start at $695. American Dock- 
bridge, Inc., Dept. AL, 235 W. Oklahoma 
Ave., Milwaukee 7. 

Circle No. 226 on Coupon, page 66 


Kit of Installation Tools 


A new Russwin kit of installation 
tools is designed for easy and accurate 
application of its Homegard and Stile- 
manor locksets. The kit includes a 2” 
' 2%” bit for the lock case hole and a 

4” bit for the latch bolt hole. Both bits 
fit either hand brace or electric drill. 
A two-hole jig accommodates either 
2%” or 5” backset. Also included are a 
latch face mortising tool and a strike 
locator. Directions for use of the tools 
are printed inside the cover of the 


metal carrying case, green for Home- 
gard, which is No. 2200, and gray for 
Stilemanor, No. 3300. Russell & Erwin 
Div., The American Hardware Corp., 
Dept. AL, New Britain, Conn. 

Circle No. 227 on Coupon, page 66 


Ezy-Tilting Truck 


A new hand truck designed especially 
for handling wall tile, banded brick and 
cement blocks has pickup prongs, which 
are adjustable vertically and horizontal- 
ly and can be quickly set for any type 
of load. An unusual tilting action al- 
lows loads up to 1,000 pounds to be 
easily handled, says maker. A double 
fork shoe, which can be _ quickly 
mounted, converts the Ezy-Tilting 
Truck to a pallet truck so that cement 
bags, asphalt shingles, rock lath, etc., 
can be easily transported. The truck 
is also available with two-wheel brakes, 
which provide a real safety when mov- 
ing heavy loads down ramps. Pneu- 
matic-tired wheels, 12”x4”, are available 

(continued on next page) 


new LITERATURE 


Technical Data 


Magnesium Levels. A product inrovmation bulletin on its 
new line of magnesium levels is announced by the manufactur- 
er. The bulletin fgatures a description of “fingertip” adjustable, 
replaceable vials. Said to be exclusive with the maker, these are 
of two-piece construction. By slightly loosening two mounting 
screws, vials can be easily turned until proper adjustment is 
attained. Levels are made of extruded magnesium I-beams and 
are available in seven lengths—24”, 28”, 30”, 48”, 72”, 78” and 
96”. The Columbian Vise & Mfg. Co., Dept. AL, 9021 Besse- 
mer Ave., Cleveland 4. 

Circle No. 228 on Coupon, page 66 


Wood Treatments & Finishes. A new four-page brochure on 
Lignophol wood treatments and finishes for interior and exter- 
ior application is now available. The brochure tells how Ligno- 
phol has helped to prevent deterioration of wood exposed to 
traffic, abrasion, heat, moisture, weather and fungus attack, 
for nearly 50 years; and shows how it may be used for a va- 
riety of purposes including floors, trim, paneling, cabinets and 
doors. L. Sonneborn Sons, Inc., Building Products Div., Dept. 
AL, 404 Fourth Ave., New York 16. 

Circle No. 229 on Coupon, page 66 


“Fir Plywood for Today’s Construction” is the title of a new 
general information booklet now available in limited numbers 
at no cost. Included are data on the physical properties of fir 
plywood; a chart of the characteristics and proper use of each 
grade of interior-type and exterior-type panel produced under 
DFPA’s quality-control program; a table of basic FHA require- 
ments for plywood construction; and gluing and nailing rec- 
ommendations. Douglas Fir Plywood Assn., Dept. AL, Tacoma 
2, Wash. 


Circle No. 230 on Coupon, page 66 


Concrete Anchors. A new Phillips Drill 
Co. catalog contains a complete listing 
of all types and sizes of its self-drilling 
Red Head concrete anchors. Illustrations 
show Snap-Off, Rod Hanger, Tie-Wire, 
Clinch Nail, Stud and Flush Red Heads, 
describing the type fastening job to which 
each is suited and giving the bolt size 
(from “4” to %”), as well as the outside 


diameter, length and depth of thread of each size. Also includ- 
ed in the factual report is a chart showing Red Head pullout 
and shear loads in pounds. Phillips Drill Co., Dept. AL, 
Michigan City, Ind. 

Circle No. 231 on Coupon, page 66 
Consumer Data 


Challenger Locks. A new full-color brochure includes com- 
plete specifications, recommended uses, cutaway drawings of 
locks, plus full-color illustrations of both locks and escutcheons. 
Designed primarily to be useful to architects and dealers, the 
brochure provides consumer interest as well. It gives particular 
emphasis to the new Challenger 900 series heavy-duty lock, 
featuring one-piece cold forged knobs, brass retractors, air- 
craft aluminum housings and extra large spindle bearings. 
Challenger Lock Co., Dept. AL, 4865 Exposition Blvd., Los 
Angeles, Calif. 

Circle No. 232 on Coupon, page 66 


Steel Sandpaper. A new two-color, illustrated envelope stuff- 
er describing various sizes, forms and uses of Dragon Skin steel 
sandpaper is now available. A three line imprint of dealer name 
and address on the front cover of the folder is included on 
request. It is available free of charge in reasonable quantities. 
The back fold of the pamphlet describes and illustrates the full 
line of Dragon Skin varieties and sizes. Red Devil Tools, Dept. 
AL-R, Union, N. J. 


Circle No. 233 on Coupon, page 66 


Garden Hose & Flexible Sprinklers. Colorful catalog sheets 
cover the complete Supplex line of reinforced and non-rein- 
forced garden hose. The catalog sheet describing the flexible 
sprinkler gives a complete description of the new and unique 
reel on which the sprinkler is packed. Supplex Co., Div. of 
Amerace Corp., Dept. AL, 225 North Ave., Garwood, N. J 


Circle No. 234 on Coupon, page 66 
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NEW EQUIPMENT 
(begins on page 65) 





as standard equipment on the truck, 
which is ruggedly constructed from eith- 
er aluminum pipe or heavy gauge steel 
tubing. Valley Craft Products, Inc., div. 
of O’Neil-Irwin Mfg. Co., Dept. AL, 
770 Jefferson Ave., Lake City, Minn. 
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American 


Lumberman 
Classified 
Advertising 





Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


discount 


No agency commission or cash 


allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 














HELP WANTED 











MILLWORK MEN 
Large Chicago Millwork House offers a 
real future to men familiar with one or 
more of the following Millwork positions: 


BILLER 
DETAILER 
ESTIMATOR 


Liberal benefits including company paid 
Retirement Plan. Write giving complete 
details of past experience. Address Box F- 
36 American Lumberman, Inc. 





Wonderful opportunity for good salesman to 
sell builders’ hardware and specialties to 
lumber yards in established territo for 
largest distributor on the East Coast. 

ous draw against commission. Yearly earn- 
ings excellent. Re Reply Box No. F-42 Ameri- 
can Lumbe 





FHA TITLE II MAN 
Florida firm wishes to employ man experi- 
enced in making applications for and pro- 
cessing FHA Title II loans, and VA Loans, 
and handle Construction Loans. Send refer- 
ences. Address Box F-43 American Lumber- 
man, Inc. 





3 openings in_ rapily expanding lumber, 
lywood, moulding, etc. sales organization 
n Michigan, Indiana and Ohio. Give ex- 
perience, age and territores covered. Ad- 
dress Box F-49 American Lumberman, Inc. 





Credit manager wanted at once for large 
aggressive multi-warehouse wholesaler. Mid- 
west location. Position open due to death. 
Agemnant should have five years’ experience 

n credit work, preferably in building ma- 
terial field. Would assume complete credit 
management responsibility. Excellent oup 
insurance, profit sharing and retirement pro- 
gram. Salary oon on ability and experi- 
suse. Write Box F-50 American Lumberman, 
ne 





Wanted Manager for new Cash & Carry yard 
in Southern Wisconsin. 
Are you wide-awake, a real Ro eatier, can 
rou manage and get along with your men? 
en we have a splendid position for you; 
we need a man thoroughly experienced in 
lumber, millwork, and associated building 
material. Must tops in_ resourcefulness 
and ability as a manger. Prefer man ex- 
perienced in Cash & Carry operation. Reply 
giving full resume of Ee past experience, 
religion, references and other personal data. 
—a Box F-51 American Lumberman, 
c. 





WANTED: Retail lumber yard manager un- 
der 42 years of age. Must be aggressive 
and experienced, as manager or assistant 
manager This is an_outstanding opportunit 

for the right man. You may purchase stoc 

in the company if you so desire. Yards are 
all located in Southern California area 
near Los Angeles. Why not live in the land 
of sunshine. Write Box F-52 American Lum- 
berman, Inc. 


SALES REPRESENTATIVE 
WANTED 











Wanted—Manufacturers Representa- 
tive to sell complete line of tub 
closures, patio sliding doors, jalousies, 
awning windows and _ aluminum 
screen doors. State Area in which 
you sell when writing for details. 
Window Corporation, 275 
East 10th Avenue, Hialeah, Florida, 


Dept. A 


General 





MANUFACTURER'S AGENTS 


- meet me at the BUILDERS’ CONVEN- 
TION! We produce an excellent line of —_ 
petitively priced vinyl folding doors. Som 

ood territories wai to be sold. Let’s talk 
t over at the NAHB Convention in January. 
booth is 970-971 in the Coliseum! Ask for 
Bernie Ein, American Door Company, South 
Bend, Indiana. 





MANUFACTURERS’ REPRESENTATIVES 


PREMIER HALL PRODUCES THE 
WORLD'S FINEST LINE OF MIRRORED 
BATHROOM CABINETS. 


The PREMIER HALL MANUFACTURING 
CO. announces the immediate expansion of 
distribution throughout the entire South. 
This distribution expansion program will 
concentrate on the many aggressive Lumber 
and Building material dealers located in 
Alabama., Tennessee, ippi, Louisiana, 
a and South Carolina and Georgia. 
Texas is included. 
We will shortly announce through this pub- 
lication and others Nationally, the most 
spectacular development in Bathroom mirror 
design. 
We want to hear AT ONCE from Manu- 
facturers’ Representatives who have a fol- 
lowing among the Lumber and Building 
— Dealtes in all the states mentioned 


The. Tine is ——— NOW. Write with full 
details to . 


E. Ber 
PREMIER HALL MANUFACTURING co. 
3951 W. Fullerton Ave. Chicago 47, III. 





Distributors Attention: Several choice ter- 
ritories open for proven product for finish- 
ing floors—knotty eee reed. Comes in 
gloss and satin—is durable—quick drying— 

easy to use. For information and samples 
write Bor F-53 American Lumberman, Inc. 





Nationally known door lock manufacturer 
selling to lumber, building material and 
hardware trade openings for established 
commission sales representatives in choice 
protected territories. Address Box F-47 
American Lumberman, Inc. 
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BUSINESS OPPORTUNITY 











FOR LEASE with option to buy. Excellent 
Retail Lumber Yard on Highway 63 Central 
California. Large store and railroad spur on 
property. Plenty of traffic. Lots of parking 
space. 

Byron ay 

Cutler, California 





Retail lumber company now doing over 

000.00 business per year needs addi- 
tional pan 8 and aggressive management to 
expand and be able to take advantage of 
opportunities available to it in central Cali- 
fornia area of dynamic growth. 


Will consider merger, or sale of all or part 
to buyers who qualify with substantial capi- 
tal resources. 


Address Box F-48 American Lumberman, 
ne. 





NOW'S TIME for 
ping. hagas * < Z-O 
vanston, ; 


rofitable Weatherstrip- 
-52, 1009 Harvard Terr. 








BUSINESS FOR SALE 





For Sale or Lease 
Established retail lumber and building sup- 
ply. business, with equinment, two railroad 

In vicinity of Akron and Cleveland 
— ing. dustrial and residential areas. Reply 
to Box No. F-54 American Lumberman, Inc 





For Sale—Small lumber and building ma- 
terial yard in Arizona. Absentee owner 
wishes to sell business, lease property 
Superior potential in resort area. Reasonable. 
Write Box F-55 American Lumberman, Inc 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





RAILS WANTED 











RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock 


M. K. FRANK 
480 Lexington Ave., New York 17, N. Y 
105 Lake Street, Reno, Nevada 
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Management Workshop-In-Print 
FROM Ad Ror 





The 100 Most Profitable Ideas From 83 Workshops" 


*second of two editorials 
Add to your score on the previous editorial one point 
for each item you check as being applied to your business. 

All comments are dealer quotes from workshops. 

() Chiseling contractors and direct-selling wholesalers 
forced us into package selling and contracting. It’s 
harder work than selling materials, but the profits justi- 
fy it. 

[ We recognize the consumer as the source of all profits 
and we do everything possible to control the sale to 
him. 

(] More outside selling. Seeking out customers instead of 
waiting for them to seek us out. 

Taking full advantage of financing sources available to 
me. We do more sales financing than any dealer we 
know. 

] Establishing prices with a fair return for the service 
rendered and then sticking to them. 
We go out of our way to thank people for buying from 
us and making certain they are satisfied. 
We refuse to be under-bought. We get the lowest going 
price. 
We try to keep abreast of every new profit-making 
management technique. 

J Inducing every satisfied customer to lead us to other 
sales. 

Scheduling truck routes and making extra charge for 
immediate delivery. 
] We strive to out-sell, out-think and out-fox our com- 
petitors. 
Building one or two homes for sale and using them as 
model houses for about six weeks before selling them. 
] Setting up a revolving construction loan fund; gives 
high interest return and controls many sales that would 
otherwise carry less profit. 
insistic ~ on related and suggestive selling by everyone 
who stays on the payroll. 
Using discretion and discrimination as to whom I buy 
from. 
Insisting on personalized service to every customer— 
making a friend out of every buyer. 
Substitute machines for manpower throughout office 
and plant wherever savings are demonstrated to me. 
Budgeting sales expenses, gross and net profit and 
checking monthly. This has proved to be a life-saver. 

C) Heavily advertising the long-margin products, packages 
and lines. 

Realizing that sales and advertising expenses must be 
increased instead of lowered, if we are to have more 
sales and profit. 

] Putting some of our profits in our own financing com- 
pany—it is now paying us a handsome profit. 

[] We put in a cash-and-carry department for the price 
buyer. 

Operating outside salesmen on a drawing account and 
commission basis, giving them an incentive to work 
evenings. 

Installed a revolving credit program. 

By careful planning, lowered inventory nearly “3 with- 
out sacrificing gross margins. 


O Earned good will of decent contractors by culling out 


the shysters. 


] Keeping our price book up-to-date. 


We carry an inventory of building lots. 


J Have started specialty selling of kitchens and other big 


ticket home improvement packages. 
Watching the wastes in time and space. 


(| Our profits turned upward when we attended manage- 


ment workshop. 


CO] We invariably ask each of our suppliers—both whole- 


sale and manufacturing—for a written statement of their 
distribution policy. Have found this very effective in 
stopping by-passing in our trading area. 


( Exchange credit information with all legitimate local 


competitors. 


) Putting in a system where I can quote a guaranteed 


price without taking off a material list. This stopped 
contractors shopping my list around. 


] Shifting sales development emphasis from low-gross to 


high-gross profit business. 


[] Borrowing money when I didn’t need it; came in handy 


when I did. 

Taking every possible discount even though I had to 
lessen inventory sometimes to do so. 

Weeding out unprofitable employes kept on for senti- 
mental reasons. 


[] Got away from contractor discounts by selling on a net 


basis. 


| I maintain a detailed information file on every con- 


tractor and sub in my trading area. 


| Developed a small sub-division. 


Put the Lu-Re-Co system to work. 


(] Deciding to add a 1% service charge on all past-due 


accounts. 


(] Brought in a couple of smart youngsters and found 


thev could take over a lot of things I had been doing. 
Getting a good square look at the field opportunity in 
this business and then setting out to cash in on it. 


) Started an application department and took over a big 


share of this business from the applicators. 


} Put on outside consumer salesmen to follow big-ticket 


package leads and now have six men working profit- 
ably. 


| Plowed back some of our profits in expanding store fa- 


cilities. 


| Took on a prefabricator’s franchise—if you can’t beat 


them. join them! 


} Found out that by combining materials and labor and 


selling the end-use package on a monthly pavment 
basis, I could make a good profit on all three materials, 
money and labor. 

I made one quick kitchen sale out of each 25 house- 
wife calls on a televhone canvassing program. 


(1 T pushed back the frontiers of my trading area to a 


radius of 30 miles. 


YOUR TOTAL SCORE 


If you score over 70 we'd love to hear of your success. 


Made reciprocal arrangements with plumbing, heating This may be the road to more profit for the company 
and electrical sub-contractors. which is making less than 20% net profit on its invest- 
oe — et oe ment before taxes. 
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Pastel Cherry... Sherwood Oak 


Two new and charming finishes 


Behe : wood paneling 


exclusively in 


Pastel Cherry . . . all the traditional charm of fine cherry wood, 
now in a new, warm pink tone. It blends beautifully with today’s 


smartest furnishings and color schemes. 


These stimulating new wall panelings 
have the genuine hand-rubbed look that 
has made Craftwall famous. They’re pro- 
fessionally pre-finished to give the most 
durable wood surface known. Every 
“plank” is hand selected to show rich, 


natural grain. 


These newcomers to the Craftwall wood 
paneling line . . . Pastel Cherry and Sher- 
wood Oak ... are sure to impress your 
prospects with their richness and warmth. 
Your customers—homeowners, builders and 
architects, too—will see the installations 
above featured in Craftwall advertising in 
Better Homes and Gardens and other lead- 
ing magazines soon. 





Sherwood Oak .. . 





with the stout look and natural warmth of 
paneling found in old English inns. The mellow finish is ideal 


for a family room like the one shown here. 


They'll want to know more about these 
new, rich tones, as well as the other Craft- 


wall woods: Elm, two kinds of Birch, Ma- 
hogany, Cherry, Oak and Walnut. They'll 


like Craftwall’s ease of installation. For 
the modular size panels (48”x96”, 48” x84”, 
32”x64”, 16”x96”, or longer) go up fast 
with nails or Roddis Contact Cement. 


Roddis also offers custom Hardwood Paneling . . . Doors 


Roddis 


aN. : 


Circle No. 33 on Coupon, page 66 


And Craftwall’s exclusive protective fin- 
ish is a strong sales point too. It shrugs off 
dirt, stains and scuffs—never needs waxing 
It cleans at the touch of a damp cloth. And 
every Craftwall installation is guaranteed 
for life, in writing! Send the coupon today 
for the complete Craftwall wood paneling 
story for dealers. 


Wood Finishes . Adhesives Plywoods Timblend 
Dealers’ Craftwall Fact File on request 

Roddis Plywood Corp., Dept. AL-159 

Marshfield, Wisconsin 

Please send me the Dealers’ Fact File on Craftwall 
wood paneling. 

Name 

Firm 

Address 





18 UNTTs 
. 


It all adds up to faster turnover when you handle 

Speed Up Sales the line that’s paced for today’s market! Your sales 
people can select the right item with less waste motion 

... your customers SEE what you have to sell (and 

and Stock Control it stimulates impulse sales). Another advantage: you 


save on inventory and accounting procedure. 
... WITH NATIONAL’S VISUAL PACKAGING, Join the swing to “National of Sterling”! 
PICTO-GRAPHIC LABELING AND WRITE FOR FREE CATALOG TODAY 


NEW DECIMAL PACKAGING 


NATIONAL MANUFACTURING CO. tte 
11901 First Avenue, Sterling, Illinois 


Circle No. 34 on Coupon, page 66 





